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We Are Cooperating 


Irwin is cooperating with Jobbers 
and Dealers to make Hardware 
Week in May. 1939, bigger and 
better. Ask your jobber to give you 
full details about our Hardware 
Week Specials and our FREE pro- 
motional material to help you sell 
them. 


THE IRWIN AUGER BIT COMPANY 
WILMINGTON, OHIO, U. S. A. 
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GREATER PROFITS! 


AND STILL HAVE ALL THE 
BRUSHES YOU NEED 


By using the Wooster 3-Point Merchan- 
dising System, many dealers actually have 
trimmed their brush stocks down to half 
the usual size, and boosted their profits 
often to double the average. Why? Be- 
cause this system provides a simplified, 
condensed line of only 26 brushes, every 
one of them a proved fast-seller . . . a line 
arranged in three of the most effective 
displays ever designed for brush selling. 
Your Wooster distributor’s salesman will 
show you all three units in the Wooster 
3-Point Merchandising System! 





Wooster Counter Sampler—hoids Wooster Variety Venders—Made 
16 numbers from ‘3-Point"’ up for stores with widely diver- 
line. Ideal as counter unit; also as sified trade. Eight different vend- 
reserve stock with the Swinging ers with retail prices ranging 
Sampler. from 10c to 25c, and 10c to $2.25. 





THE WOOSTER BRUSH CO. 
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No. 570 (No. 1570 for between-door 
application). This is a liquid type closer 
for screen doors and light inside doors. 
it is similar to the larger YALE Door 
Closers so extensively used in stores 
and offices everywhere. Suggested re- 
sail price $4.50 each 


YALE 
SCREEN DOOR CLOSERS 


for SPRING AND SUMMER—’39 


THOUSANDS OF SCREEN DOORS 

WILL SLAM AGAIN SOON—but 

only until Hardware Dealers stock 
up and get busy with 


YALE SCREEN DOOR CLOSERS 


Doors equipped with YALE 
Closers are a continued source of 
pleasure for all who use them 
—sell YALE Screen Door Closers 
and enjoy the satisfaction of a 
job well done—and profit in the 
selling—and cash in on the good 
will YALE dealers always enjoy. 





No. 506. Pneumatic type. The tube is seamless brass, polished. It is a 


strong, durable closer, an exceptional value at its suggested retail price 


$2.00 each 
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No. 504: Th ar i ided by ac pression spring contained . ‘ 
. ” Saiseinntlie tet See your jobber or write 


in the cylinder which is made of seamless brass, gold bronze finish. It 


is simply and durably constructed. Suggested retail price $1.25 each fo us rolla=t4 9 


THE FALE & FOWNE MFG. CQO. 


STAMFORD, CONNECTICUT, VU. S. A. 


FEBRUARY 23, 1939 3 


Hardware Ave, | me ts every other Thursday by Chilton Co. (Inc.), Publication office, Chestnut and 56th Sts., Philadelphia, Pa. Editorial and Heecutive offices, gee West 
39th 8t., N. Y. Entered as second-class matter March 24, 1933, at the Post Office at Philadelphia under the Act of March 3, 1879. (Printed in U . 4.) 


$1.00 per yy “otngte copies 15¢ each. Vol. 143, No. 4 








CROSLEY isi 
Reasons for profit 


] Shelvadors provide larger sizes in all com- Aq Shelvadors match or better all 1939 elec- 
petitive price levels. “# trical refrigerator refinements, improve- 

lacie alla ; ments, features and design advances. 
D, opaaillies ymin > eer prone Sar eee f= Shelvadors match or better all material spe- 
e)  cifications and craftsmanship in fabrication. 


3 Shelvadors provide 12 price steps of from Shelvadors match or better all operating 
e) $10 to $20 a step. ) costs, load ratios and freezing performances. 








PLUS that uncontroversial, unmatchable, exclusive, top appeal to all women— the SHELVADOR!” 


¥ ALITY MODELS ON PRICE BASIS ONLY POS- 
OF 4 QUALITY MOI LLAR EFFICIENCY PLANT 


“SPECIAL” LINE SIBLE IN NEW MILLION DO 


6 cubic foot Shelvador $1390 


Built to an acknowledged high standard of constructor _ 
formance, Hermetically sealed “Electro-Saver’ unit—we a 
honderized all steel cabinet finished in durable 

DuPont Dulux. 








LA9-40 


CUBIC 
4 Feet 


$112.0" 
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“REGULAR” LINE “DELUXE” LINE 


EQUIPPED WITH 
4 4 LUXURY FEATURES THROUGHOUT 
3 COMPLETE REFRIGERATORS INCLUDING OVEN-PROOF POTTERY AT 


MATCHING IN PRIGE WORLD'S 
THE “STRIPPED” LINES LOWEST 
OF COMPETITION PRICES 














$127 .50* 














$167.50* $194.50* 614 CUBIC FEET 8 CUBIC FEET 





LB5-65 5-80 
614 CUBIC FEET 8 CUBIC FEET 











*DELIVERED AND INSTALLED .. . 5-YEAR PROTECTION PLAN $5.00 ADDITIONAL . . . PRICES SLIGHTLY HIGHER IN SOUTH AND WEST 


THE CROSLEY CORPORATION poweEL CROSLEY, Jr., Press CINCINNATI 
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@ GALE REFRIGERATORS enable you to offer a quality 

LEADER line at prices that meet today’s toughest competition— 

plus, a DELUXE line packed with exclusive, eye-appealing selling features. 

The GALE js quality! Buile by one of the world’s foremost precision manufacturers 

(builders of Johnson Sea-Horses, Evinrude, Elto outboard motors, Iron Horse Genera- 

tors), men who know how, with seven years successful experience in the refrigeration 

field. Priced for volume sales, with full margin made possible by direct factory policy. 

Ask for proof that will show you the way to NEW profits. The facts are surprising 
and GALE has the facts. Write for full details. Valuable territories open. 


Ask about famous Gale Space Cooler (formerly Johnson). Dependable, low priced unit for summer sales. 





























Improved design adds an extra cu- 
bic foot of storage capacity in every 
Gale Refrigerator. The seven cubic 
foot Gale, for instance (illustrated 
at left), requires no more kitchen 
space than a conventional six cu- 
bic foot refrigerator. 





PRESERVATOR 
SEALED EVAPORATOR 


The Gale Patented Sealed Eva 
rator gives you selling features that 
no other dealer can offer. 

A sealed-in ice compartment, 
with refrigerated shelves, provides 
aang oege supplies of pure, taste- 
tee ice cubes and a storage space 
for frozen foods. 

Separate cooling coils, specifically 
for the food compartment, encircle 
the porcelain -sealed evaporator. 
This results in accelerated air cir- 
culation, maintains higher humid- 
ity and proper temperatures for 
food preservation. 

The Gale Sealed Evaporator is (1) 
more attractive, (2) easier to clean, 
(3) more efficient, (4) easier to 
demonstrate and (5) easier to sell. 
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NEW! A GREAT LEADER LINE 


QUALITY Features at LEADER Prices! 


sai Sige ‘ 





@ Now Streamiined Styling @ Defrosting Tray Adjustable for Meat Storage 
@ 20% Extra Food Storage Capacity @ 9 Position Temperature Control 
@ Porcelain Interior, Acid Resisting @ Interior Lighted, Automatic Switch 
@ Dulux Exterior Over Bonderized Steel @ Big Shelf Area 
@ Satin Finish Chromium Hardware @ Shelves Arranged for Maximum Storage 
@ Extruded Aluminum Evaporator with @ Three Popular Modeis _ 
Fast Freezing Sheives 5.1 cu. ft., 6.3 cu. ft., 7.4 cu. ft. 
@ Large ice Capacity @ Five Year Protection Policy 


GALE PRODUCTS, 400 MONMOUTH BLVD., GALESBURG, ILLINOIS 


Division of Outboard, Marine & Manufacturing Company 


JOHNSON SEA-HORSES, EVINRUDE AND ELTO OUTBOARD MOTORS, IRON HORSE GENERATORS 
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Here’s the set-up for a clean-up by Florence dealers—a swell 
opportunity to profit in three big markets. For now you can offer 
outstanding value and splendid choice in Gas Ranges and Electric 
Ranges as well as in Oil Ranges. For every prospect there’s a smart 
modern Florence Range . . . in the size and style she wants . . . for 
the fuel she uses . . . at a price she’ll like. 

These up-to-the-minute models are packed with high-powered 
sales appeal—streamlined, handsomely designed and beautifully 
finished in lustrous white porcelain. They are high-powered for per- 


formance, too, with their dependable burners, large, fully insulated 








and porcelained ovens, handy utensil cabinets, and with the finest 
fittings and accessories. Every model is made right—by a concern 
with over 65 years of successful manufacturing experience. Every 
range is priced right—for quick sales and generous profits. 

Build up extra business with the bigger, broader Florence Line! 


FLORENCE STOVE COMPANY 
General Offices and Plant, Gardner, 
Mass.; Western Offices and Plant, Kan- 
kakee, Ill.; Sales Offices: 1475 Merchan- 
dise Mart, Chicago; 45 E. 17th Street, 
New York; 53 Alabama Street, S.W., 
Atlanta; 301 N. Market Street, Dallas; 


and 2730 16th Street, San Francisco. 


A RANGE FOR EVERY FUEL © A MODEL EVERY POCKETBOOK 








Ashaway Fishing Lines Hold 
Most World's Records 












Convenient 50 and 100 yard lengths 
from two 50 yd. put-ups in handsome 
silver-and-black display packages. 


NEW STOP-LOOK-BUY ~~ 
QUICK-SERVICE PACK ¢ : 


(Package Patent Applied for) 


OU will want these three new Ashaway Griffin Bait Cast- 

ing Lines. New-value waterproofed braided black silk . . . 
made under Ashaway’s strict standards, developed in more than 
a century of linemaking leadership. Entirely new, sensationally 
attractive, brilliant silver-and-black 1939 World’s Fair style 
packaging with unique convenience. Beautifully labeled with 
silver, embellished with red, gold and green. . . . Unit put-ups 
each cellophane wrapped. 


The new display rolls reduce shipping weight about two- 
thirds. Wound in series of 25 or 50 yds. 50 or 100 yd. lengths 
from pairs of 50 yd. put-ups. 25, 50, 75, 100, 125 or 150 yd. 
lengths from sets of 25 yd. put-ups. Individual rolls quickly, 
easily separated to provide customer one or more as eked 
Full range of sizes. Meeting all hait-casting demands, for both 
fresh and salt water. Every line backed by Ashaway’s full guar- 
antee. Selling at three popular and profitable price levels. Sub- 
ject to Fair Trade minimum price control. 


ASHAWAY GOLD GRIFFIN 


Hard braided, of highest quality line silk obtainable. Ashaway 
waterproofed to preserve the silk, retain strength, prevent 
water-logging, friction, wear, mildew and rot. Rigidly inspected 
and tested before and after braiding. Nine sizes. 


ASHAWAY SILVER GRIFFIN 


In this moderately priced bait casting line, Ashaway has devel- 
oped the highest grade possible, price considered. Our great 
experience with quality pure silk, and our exclusive water- 
proofing, provide in the Silver Griffin a line of unusual value. 
Six sizes. 
ASHAWAY GREEN GRIFFIN 

For the bait casting learner and junior fisherman generally, | Woundonsilver-papered rolls, 
this line will prove the advantages of Ashaway bait casting line connected from roll to 
lines. Made of pure silk, carefully braided and specially water- roll. Rolls connected with 
proofed. Four sizes. Scotch tape, easily cut apart. 


LIST PRICES PER 25 YARDS LIST PRICES PER 50 YARDS SA 
Gold Silver Green Gold Silver Green = 

8 lb. 25 yds. 6 conn... $ .70 8 Ib. 50 yds. 6 conn... $1.30 
10 Ib. 75 $ .50 10 Ib. 1.40 $ .90 To separate rolls— 
14 Ib. -80 55 $ .35 14 Ib. 1.50 1.00 $ .70 snip line—snip tape. 
18 Ib. 85 -60 40 18 Ib 1.60 1.10 5 
23 Ib. 95 -70 a . ‘ ‘ ‘ 
28 Ib. 105 46.8065 23 Ib. 1.80 1.30 1.00 
32 Ib. 1.17 28 Ib. 2.00 1.50 1.25 
36 Ib. 1.30 1.00 32 Ib. 2.25 
15 Ib. 1.60 36 Ib. 2.50 1.90 


_ Power end Quality 


LINE & TWINE MFG. CO., ASHAWAY, RHODE sialascthanie 4 teetls. 
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New! 


BICYCLE) § 
LOCK \ 4 ‘ F 


Double Stee! Case | 


\ MASTER “TIGER 
No. 47 


FEBRUARY 23, 1939 


Spur your padlock sales with these headline 
values... Master's “TIGER TRIO” ... two brand 
new locks to sell at 25c and 35c...an estab- 
lished favorite specially reduced from 50c to 
35c... each lock a big-size, double-case, fully 
rust-proofed extra-value ...with Master multi- 
spring lever security and multiple key changes. 
Appearance, strength and colorful packag- 
ing set these locks apart as real producers 
with popular appeal. Order from your jobber. 


Master Jock (ompany 
Worlds Largest Exclurive Padlock 
MILWAUKEE, WIS., U.S.A. 


Reduced! 


MASTER “BRASS nesh = 48 
with Three Keys -- ° Bras 
Outer Case. Steel Inner Case 
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All UNION 
HARDWARE 
models illustrated 
have the extension 
feature which 
makes possible 
quick, accurate 
adjustment to 
shoe size. 


No. 4 
For Children 





Rolls are of steel 
with self-contain- 
ed double ball 
race. Finish is of 
new mirror- 
bright nickel. 










Straps of best 
grain leather are 
protected by a 
steel loop which 
prevents their 
cutting or pulling 
out. Trucks oscil- 
late with rubber 
cushions — permit 
turning in a three 
foot circle. 






No. 6 
For Girls 





UNION HARDWARE 
ROLLER SKATES 


Remove the question mark from roller skate 
profits this season by featuring the famous 
Union Hardware line—today, as seventy-five 
years ago, Young America’s Number 1 choice. 
You can count on the universal popularity of 
Union Hardware Roller Skates to make your 
sales job easier—more profitable. You will 
find no sales resistance to overcome, no ques- 
tions as to dependable quality—and no doubts 
as to a worth-while profit margin. Arrange 
with your jobber today to stock or replenish 
your supply of Union Hardware Roller Skates. 
Order now for delivery in ample time to meet 
the spring demand. Let Union Hardware 
Roller Skates to do a real sales job for you this 
year and help boost your 1939 profit curve! 


In addition to the three fast selling models 
illustrated, you will find a complete descrip- 
tion of other styles for both sidewalk and rink 
use in the Union Hardware Roller Skate cata- 
log No. 17. Ask your jobber (or write directly 
to us) for a copy. 


imEWEE oF 
HARDWARE COMPANY 


REC.U.S.PAT. OF F ESTABLISHED 1854 


TORRINGTON, CONN. 


NEW YORK OFFICE IS| CHAMBERS STREET 
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i emington 


1WO NEW.22 


Firing indicator shows red when gun 
is cocked. Corrugated trigger. Sepa- 
rate sear gives smooth, crisp trigger 
pull. Modern rear peep and ramp 
front sight or open sights. 
e s 7 

ocking lugs for safety and ac- 
cams for easier cock- 
bolt for strength. 


Double ! 
curacy. Double 
ing. Heat-treated 


New. Features — Improved Design 


Self-cocking bolt. Automatic Safe- 
ty locks trigger. Low upturn of 


bolt handle. Sturdy construction. 


° > . 
Loading platform on Model 510 
for faster, easier loading. Box 
magazine on Model 511 handles 
short, long or long rifle car- 
tridges. Double extractors for 


positive extraction. 


NROUNCES 


RIFLES | 


Greater Value — Faster Sales 


Te new 


“SCOREMASTER’ 


MODEL 811) 


and the new [939 
“TARGETMASTER’ 


(MODEL 510) 


Setting a new high standard for quality 
in the low-price field...and a new 
opportunity for more profits to dealers 


GAIN Remington makes rifle history! These 
A two new .22 rifles offer the biggest value 
in their price class. And they offer dealers an 
exceptional opportunity for faster sales. 

Exclusive features include double cams for 
easier cocking, double-locking lugs for safety, 
double extractors for more positive and easier 
extraction, and a separate sear to insure a 
smooth, crisp trigger pull. 

The Scofemaster is a box magazine bolt- 
action repeater. The new Targetmaster is a 
single-shot bolt-action rifle. 

By modern factory standardization and use 
of parts common to both models, we are able 
to offer all these and other features in rifles 
of improved design at remarkably low prices. 

Huge advertising campaign on new rifles 
Full-color pages in leading outdoor publica- 
tions, and big campaigns in boys’, farm and 
general magazines will introduce these guns. 

We're giving shooters the biggest bargains 
in .22 rifles they’ve ever seen .. . and we're 
making sure they know about it. Model 510 
available for delivery in March. Model 511, 
in April. Get your order in now! Remington 
Arms Co., Inc., Bridgeport, Conn. 


Remington 
QU POND 


Targetmaster and Scoremaster are Reg. U.S. Pat. Off. 
by Remington Arms Co., Ine, 








Kemington Pioneers Again / 


ENSATIONAL NEW BULLET 





7\ ~~ SPECIAL TIP INCREASES 
\ PENETRATION. 


THIN METAL JACKET HERE 
PERMITS MUSHROOMING 
ACTION. 


7 7 . 


|) ~ HEAVY JACKET HERE CON- 
TROLS MUSHROOMING. 














INCREASED CORE DIAM- 
ETER HERE LOCKS CORE IN 





20°08 CAL. JACKET. 

PASS MUSHROOMS TO MORE 

: .: /THAN DOUBLE ORIGINAL 
CALIBER. 






, JACKET CURLS BACK 
“a BUT DOES NOT BREAK 
AWAY. 


~_— HEAVY JACKET CON- 
if-— STRICTS LEAD CORE TO 
PREVENT DISINTEGRATION. 











30 'O€ 
ONVENTIONAL 





CAL 


MUSHROOM BULLET 
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ERE is one of the greatest advances 

ever made in the manufacture of 

sporting rifle ammunition ...a new development 

that will increase profits of dealers who handle it. 

The new Core-Lokt bullet greatly increases the 

effectiveness of center fire sporting rifles on me- 
dium and big game. Outstanding features are: 

1. Controlled mushrooming at all hunting ranges. 
Minimum disintegration or loss in bullet weight. 

2. Deep penetration made possible by special tip at 
the point instead of open cavity. 

3. Lead bullet core is positively locked inside new, 
heavy metal jacket. 

4. Mushrooms to double the caliber at hunting ranges. 
For example, a .30’06-220 grain bullet expands to 
over .60 caliber. Other sizes in proportion. 

5. Ballistics are the same as the popular Hi-Speed 
and Express lines in comparable bullet weights. 


New improvements in 

Remington center fire sporting rifle cartridges 
Remington has long occupied a position of out- 
standing leadership in center fire ammunition. 
These new improvements will further increase its 
leadership. Eighteen popular center fire sporting 
rifle cartridges will be available about March Ist 
with the new Core-Lokt bullet; the popular Hi- 
Speed and Express names have been extended to 
many soft point sizes now having comparable bal- 
listics; the right combination of bullet weight, type 
of bullet and powder charge has been built into 
the Remington Kleanbore center fire line to make 
it right for every kind of game... any make of gun. 
Remington Arms Co., Inc., Bridgeport, Conn. 
















Hi-Speed, Express and 
Kleanbore are Reg. 
U.S. Pat. Off.; Core- 
Lokt is a trade-mark 
of Remington Arms 
Company, Inc. 
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WITH WORTHWHILE 


TOOLS 


For a third of a century, Crescent has been 
making fine tools that have earned the 
respect of mechanics everywhere. Good 
design, through-and-through quality and 
greater convenience and utility have been 
our aim. Many of the tool industry’s im- 
portant advances have been pioneered by 
Crescent—some, today, are still exclusively 
ours. Notable is the series of gruelling 
tests which each and every Crestoloy Plier 
must successfully pass before it receives 


the distinctive blue and silver Crestoloy Tag. 


There is one sure and simple way of building 
a profitabie tool volume—display and sell 


Crescent Tools. 


After cutting a piece of hardened 
sald steel wire in this Testing 

achine, every Crestoloy Cut- 
ting Plier must then cut cleanly 
through a strip of .003" bond 
paper so that the end drops free 
in order to get the sdensitying 
Crestoloy Tag. 


CRESCENT TOOL CO.,  Jamesrows, 4. ¥. 
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HOW AMAZING “COLD-WALL” PRINCIPLE WORKS 





3. No Maines Air Circulation. 
All without adding a single 
ONLY FRIGIDAIRE HAS IT! 





@ Years in the making... now years 
ahead! ... Frigidaire and General 
Motors have scored another triumph 
of engineering . . . in presenting for 
the first time this amaz- 
ing ‘new “Cold-Wall” 
Frigidaire. 

It’s now being shown 
to the public. Truly, it’s 
a modern food-keeping 
miracle. For now it is 
possible to store even 
highly perishable foods 
. .. prolong their origi- 

and nal freshness . . . retain 

2. THE LOWER COM- their rich nutritional 
Engh hn ed ds a values. . . save their peak 
fresh flavor . . . days 

LL ap tee Lin hh longer than ever Sichinte 


BY CONCEALED RE- 
FRIGERATING COILS. And the proof of 


@ This provides all 3 essen- 
tials forkeeping foods vitally 
fresh Jonger than ever before— 
1. Uniform Low Tempera- 
tures. 2. High Humidity. 





NOW, FOR THE FIRST TIME 


1.THE NEW “DEW- 
FRESH SEAL”—A SOLID 
GLASS PARTITION- 
DIVIDES THE CABINET 
INTO 2 COMPART- 
MENTS 


moving part! AND 











Both 7 days old— 
but look at the 
amazing difference! 


Reproduced from certified, unretouched photographs of identical foods, refrigerated, uncovered, 
at comparable temperatures. 


Sensational New-Type Refrigerator opens up new era in 

better food-keeping . . . saves food’s vital juices from drying 

out... preserves food vitality for days longer . . . now being 
shown to the public! 


METER-MISER 


this great food-keeping improve- 
ment is so dramatic that millions 
will marvel at it! 

New in simple beauty, new in 
basic design, new in appointments 
of greater usefulness . . . new from 
top to bottom, this 1939 Frigidaire 
offers dealers new sales and profit 
opportunities. Coordinated with this 
sensational mew product are new 
high-speed selling helps—plus an 
advertising and sales promotion 
program as powerful as the appeal 
of the products themselves. Sweep- 
ingly siveaeel products, streamlined 
sales promotion and advertising, 
swift, direct sales strategy .. . every- 
thing in the program . . . points to 
greater sales rewards for Frigidaire 
Dealers in 1939! 


Only Frigidaire Has The Meter-Miser! 

Simplest Refrigerating Mechanism Ever Built . .. and when parts aren't there, they 
just can’t use current or wear. Unseen, trouble-free, completely sealed in a permanent 
bath of oil. 5-Year Protection Plan backed by General Motors. 


= - ° . 
Only Frigidaire Has Quickube Trays! 
Imitated but never equalled... Easier to remove—Easier to use—lift one lever and cubes are 
free, two or a trayful. Built Sturdier. Faster Freezing. Better Looking. Compare —and 
you'll want to sell only GENUINE FRIGIDAIRE QUICKUBE TRAYS. 
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More Bie News 


For 1939 


Frigidaire Announces 
A NEW LOW PRICE 
For a Brand-New 1939 
--- Full 6 Cubic Foot 


GENUINE 


FRIGIDAIRE 


THE METER-MISER 


Siper-Value 6’ 


WITH 





SAME Simplest Refrj : 
anism Ever Built! *igerating ‘Mech- 
SAME World-Famo 
SAME One-Pie 
Construction 
SAME finest fea 
Performance , . 
models Costing 
Here is a traffic-by 
Price quality refrige 


us Meter-Miser 
ce All-Steel Cabinet 


tures of quality and 
- as other Frigidaire 
UP to $100 more! 


ilder! A 6 cu, ft. low- 
fator that will] bring 


Cinthia 
Look at this Line-Up of New 


Frigidaire Models! 
6 Cu. Fr. “5 . ”» 
3 Cu, Fr. wee” 6 Dulux Finish 


4 Cu. Fe. M weeks 
5 Cu. Fr. “ odelDA . , ’ “ 


5 Cu. Fr, “Cold-Wall” : 
: Cu. Fr. “Cold. Wall” ia Porcelain 
Cu. Fre. “Cold-Wali” °° 


12.5 i Do. 
id. oid: Wa Perial (2-Door) 


“ 


Every one with the 
A Size for Eve 
A Price 


exclusive M etereMiser 
ry Need and Purpose... 





—— 











The Frigidaire Electric Range 
combines all these ‘Custom- 
Built” Features .. . For Low Cost 
... High Speed... Sure Results 


Every Unita ‘‘Speed-Heat” Unit 
with 5 Cooking Speeds 

Full-Size, Economical “‘Even- 
Heat’ Oven 

Double-Duty “Thermizer” 

1-Piece All-Porcelain Cabinet 

1-Piece Stainless Porcelain Top 

High-Speed Broiler 

Exclusive ““Evenizer’’ Heat 
Distributor 

1-Piece All-Porcelain Oven 
Interior 

Non-Tilt Sliding Shelves 

Counter-Balanced, Shelf-Type 
Oven Door 

Front Opening Oven Vent 

Hydraulic Oven Heat Control 

Silver Contact Switches 

Armored Wiring 

Utensil Storage Drawers 


Above Features in every Household 
Model — Following Features either 
standard or optional equipment— 
depending on model selected. 
“Thrifto-Matic”’ Switch 
“Cook-Master”’ Control 
“Time Signal” 

Warming Drawer 

Cooking Top Lamp 

Condiment Set 
These Beautiful Porcelain 
Ranges givea wide choice 

of prices and models. 


FRIGIDAIRE 


Electric Range 




















See cae 








@ Ina single year, this marvelous electric range 
has become one of America’s favorites. De- 
signed by 7,550 women .. . practical home- 
makers who had seen and used all kinds of 
ranges, the Frigidaire Electric Range combines 
all the advantages of modern electric cooking 
to give Low Cost... High Speed ... Sure 
Results. 

No wonder there is so much enthusiasm 
over the Frigitlaire Electric Range. It has 
proved itself in the field . . . with the dealer, 
with the salesman, with the consumer. And in 
1939, with its new refinements, its additional 
advancements, witha bold and aggressive sales 


program it will continue to make recotds. A comprehen- 


sive advertising program in national magazines and news- 

apers will supplement sales activity. Plans are laid for a 
big year for 1939. It is not too late to get your share of 
the fastest growing profit line in the industry! 








Hew for 1939 


Frigidaire “Table-Top” Electric Water Heater 


@ Newly designed for the vast market that is rebuilding, remodeling and plan- 
ning new kitchens. It’s usable as another working top in the kitchen, in 
addition to its superb performance as a maker of plenty of steaming hot water. 
Handsome, gleaming Dulux finish, compactly built to standard height so 
that it will fit well into any kitchen design. Economical, efficient, durable. 
Typical Frigidaire and General Motors dependability and long life. 

Frigidaire Electric Water Heaters are also available in beautiful upright 
cabinet models for kitchen or basement installations. Capacities from 30 gals. 
to 80 gals. 








for Every Budget 
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POWER SPRAYERS 


Setting a new pace in beauty of design, construction and finish— 
setting a new high in performance values—Myers Silver Cloud 
Sprayers in all wanted styles and sizes will be a big profit line for 
dealers during 1939. 

Outside streamlining is a simple matter. Inside streamlining is 
more important. It is a matter of securing smooth functioning of 
all working parts. Service to three generations of users has 
brought MYERS both manufacturing experience and the engineer- 
ing skill to gain this objective. 

Power units, pumps, transmission, lubrication, pressure control, 
tanks, chassis, agitators, guns, extensions, nozzles and accessories 
—nothing has been overlooked that will give users those extra per- 
formance values that are so essential to speed, thoroughness and 
economy in the application of spraying mixtures. 

The Myers Line now includes four wheeled, two wheeled and sin- 
gle wheeled power sprayers with steel or rubber tires for or- 
chard, vineyard, field or other inside or outside work. Engine 
powered, motor powered, tractor powered, traction powered—pres- 
sures up to 800 lbs.—no other line now offers so many fine features 
and such diversified opportunities for individual selection as the 
MYERS. 

If you have not already received a copy of the new Myers Power 
Sprayer Catalog No. PS39, illustrating the complete Myers line 
including the new Myers 25 and 35 gallon power sprayers, write us 
immediately. The new Myers Hand Sprayer Catalog is also ready 
for distribution. A copy of it is yours for the asking. 

We are ready to serve you with Myers Quality Sprayers—Hand or 
Power—the pace setters for 1939. 


THEF.E.MYERS & BRO. co. 


ASHLAND, OHIO. 
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PUMPS — WATER SYSTEMS — SPRAYERS — HAY TOOLS — DOOR HANGERS 











MYERS SELF-OILING POWER 
SPRAY PUMP 


Automatically Controlled — Perfect and Con- 
tinuous Lubrication — Sand, Dirt and Dust 
Proof — Duplex, Triplex or Quadruplex — 
24%" x 2%” — Porcelain Lined Cylinders ac- 
cording to capacity needed. 





MYERS BULLDOZER TRIPLEX 
POWER SPRAY PUMP 


Built on the general plan of the Myers Bull- 
dozer Line which has stood the most severe 
tests of hard service years. Perfectly and 
continuously lubricated. Roller Bearings. Pres- 
sures up to 800 Ibs. In designing nothing has 
been overlooked to provide economy, efficiency 
and uniform service. Capacities 25 and 35 
gallons per minute. 
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Bethanized Fence; 


Franmers are buying a lot of fence these 
days. They’re rotating crops, raising 
livestock, replanning farms—and that 
means a big demand for wire fence! And 
modern farmers are definitely interested 
in fence QUALITY. 





Here’s how to get your share of this profitable new business: 


Use the Bethanized 


I. A crackproof coating! 


Don’t ask prospects to accept this statement on 
faith. Prove it. Crush an end of bethanized 
fence wire flat back on itself .. . let the prospect 
examine the flawless condition of the coating. 
You’ll be amazed at the impression this little 
test makes. 


2.499.9+% pure coating! 


Here’s why purity is such an effective sales- 
clincher. Pure zinc fights rust. And the betha- 
nized coating is the purest zinc ever applied to 
wire. Tell prospects this simple fact. It’ll help 
to show them how far ahead of the field betha- 
nized fence really is. 


Study this “’4-point sales-talk.’’ Use it. And remember... 


“4-point sales-talk” 


3. A uniform coating! 


Here’s a point ordinary coatings can’t match. 
You see, a bethanized coating is automatically 
uniform. It’s electrolytically applied for absolute 
evenness. There isn’t a thin spot anywhere to 
give rust a start. 


4, Backed by rust-resisting 


wire! Ali bethanized fence is made of steel 
wire which contains rust-resisting copper (0.20% 
minimum). Impartial tests prove this composi- 
tion to outlast ordinary steel two to two and one- 
half times! This, combined with the rust-defying 
coating of pure zinc, makes a mighty powerful 
sales-closer. 





bethanized fence (with all its 


stand-out features) costs no more than any other fence but sells a whale of a lot easier! 


BETHLEHEM STEEL COMPANY = 
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3 POLY-CHOKE EQUIPPED SHOTGUNSGR 
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Savage Automatic Shotgun Fa 
12-16 Ga. e 
Model 720-P — 5-Shot ToRetailat | 









Model 726-P— 3-Shot 


Poly-choke-equipped with P d _ 
“Bev-L-Blok” —_ front sight. $ 50 
Without Poly-choke, $43.50 





Stevens Repeating Shotgun 
12, 16, 20 Ga. : 
Model 620-P To Retail at 


Poly-choke-equipped with bead $3365 j 


front sight. 
Without Poly-choke, $33.65 





Savage SingleBarrel Shotgun f 
12,16,20 Ga. : 
Model 220-P To Retail at ‘ 


Poly-choke-equipped with bead 

front sight. With recoil pet 8 65 ' 
ithout Poly-choke 

or recoil pad, $10.65 
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SAVAGE MODEL 7 
CLIP MAGAZINE .22 CAL. AUTOMATIC RIFLE 














This new low-priced model is now avail- TO RETAIL AT | 
; able in addition to the sensational Savage $ 9 s | 
Model 6 Tubular Magazine .22 Caliber ] 4 
‘ Automatic Rifle introduced last year. | 





SUNSGROWING “FAST IN POPULARITY 
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>Retailat § 9 DEGREES OF CHOKE IN ONE GUN : 
Ask your jobber 
3865 With a twist of the fingers, the shooter Sales of Poly-choke-equipped guns are h h 
instantly adjusts the choke perfectly for increasing fast, aided by vigorous na- tos : owyout ese 
every kind of wing shooting. Poly-choke tional advertising, including impressive business-builders 
built-in, atthe factory,integralwithbarrel. double and single page ads in colors, in for 1939 
Z Extremely attractive in price. leading outdoor magazines. ; 


E 
E 
2 
Retail at ; 


1565 


Savage Arms Corporation, Dept. L-30, Utica, N.Y. 
Owner and Operator of J. Stevens Arms Company, Chicopee Falls, Mass. 
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PLYMOUTH'S PROGRAM 


for NATIONAL HARDWARE WEEK——__ 





This year for National Hardware Week, Plymouth plots a new peak in rope sales, with special 


emphasis on the popular Junior Lasso Rope. 

Packaged ingeniously for ready sales, the Junior Lasso Rope comes coiled and mounted for 
display on a cardboard disk, individually boxed in a gay orange-and-blue carton with a sparkling 
cellophane window that literally compels covetous peeking. Dealers will display it in their 
windows with the promise that it will shortly bring in every young Cowboy, Mountie and Indian 
Scout from the neighborhood—captive Dad securely in tow. 

Plymouth has built the Junior Lasso Rope patterned after the real Plymouth cowboy lariat. 
The rope is made of high-grade Manila fiber, laid extra hard to give it the necessary firmness, 
and for extra eye-appeal, we have inserted two orange and one blue thread in one strand. And 
best of all, the low retail price of a dollar allows a generous profit to the dealer. For shipment, 
these are packed in cartons of one dozen each. 

We call the dealers’ attention to this important point: A very little supplementary promotion 
of the Junior Lasso Rope will remind your customers that you also stock famous, dependable 
Plymouth Ship Brand Manila Rope in a variety of sizes for every purpose. 

Plan now for real rope profits during National Hardware Week. See that you are fully 
supplied with Plymouth’'s pace-setting Junior Lasso Rope. 


Don’t miss this sales opportunity—write your jobber today! 


PLYMOUTH CORDAGE COMPANY 


NORTH PLYMOUTH, MASSACHUSETTS, AND WELLAND, CANADA 
Sales Branches: New York, Boston, Baltimore, Philadelphia, Chicago, Cleveland, Houston, San Francisco 
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The new features of Pittsburgh Lawn Fence have won | 
quick Popularity, 1 , 1 





RRS 


Increased sales. H 


ental curves throughout. 
2. All heavy Bauge single wires, (no twisted Strands 
of light weight Wires). 


3. Every joint securel 












PITTSBURGH STEEL COMPANY 
1621 GRANT BUILDIN 


G PITTSBURGH, PA, 
S are also available, 


Pittsburgh Fences 
\P/ 


L FENCES 
e INDUSTRIA 

ARM AND POULTRY FENCES 

ES ¢ Ff 

LAWN FENC 


There’s a Pitt 


Sburgh Lawn Fence or Flower 
Bed Border for every need. Popular choice 
favo 
but 


ts the Crimped-picket designs illustrated 


Straight picket 


FROLLAR RR: 
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Now Sherwin-Williams, with 
their new 1939 Dealer Proposi- 
tion, makes it easier for you to 
get those big orders that mean 
high volume gallonage sales— 
and the long profits they mean. 

No matter what paints you 


a 


io | 


KEY T0 THE 
GALLONAGE MARKET x 


are selling now, don’t miss this 
chance to get all the facts about 
this great new plan. 

Write or wire for details or 
further information. Address 
The Sherwin-Williams Com- 
pany, Cleveland, Ohio. 


THESE ARE JUST A FEW OF THE 540 
HOUSE JOBS SOLD BY ONE SHERWIN- 


WILLIAMS DEALER 


SHERWIN-WILLIAMS PAINTS 
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IN ONE YEAR! 
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TODAY the Favorite 
Fence is RED BRAND 


Into this good woven wire has gone Keystone’s 50 
years of fence making experience . . . 50 years of 
testing and constant improvement. And it carries 
a reputation for quality earned through 50 years 
of unsurpassed farm:service. Those are real sales 
advantages, for any dealer. 


Keystone CHIC-MESH §fabric— like RED 
BRAND field fence — is woven of weather-resist- 


THIS WAS A 
POPULAR TYPE 
OF FARM FENCE 


ant ‘‘Galvannealed’’ copper-bearing steel wire. 
It’s a real poultry fence that outlasts netting two 
to one and gives remarkable economy. Spaces 


This is the old “‘stake-and- 
rider” rail fence. Remember 
it? Took about 700 rails to 
make 40 Trods and a man did 


only 1”x2” at the bottom, 
also 1”x3”, turn the small- 
est chicks. Show your cus- 
tomers CHICH - MESH. 
They’ll like it, and you'll 
like the way it sells. 


well to get that much done in 
a week. Because rail fences 
were so slow to build, so 
clumsy and so hard to keep 
clean of weeds and brush, 
Peter Sommer, an_ Illinois 
farmer, built the first Key- 
stone woven wire fence, in 
1889. 


Dept. P 


Write for prices, and 
the new 50th Anni- 
versary dealer catalog. 


KEYSTONE STEEL & WIRE CO., 
SS = 
Ea rere 


KEYSTONE Chic-Mesh 


By the Makers of Time Tested RED BRAND FENCE 


1939 


PEORIA, ILL. 


Anntvetsaty 
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Your Profits Go Up! 
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Facts Every Hardware Merchant Should Know: 





OU DON’T HAVE TO handle an insect 
spray that is sold at profitless prices 
in every local store. 
Sell Bug-a-boo. It pays a profit. 
Bug-a-boo works quickly and surely. 
It’s more powerful than most insect 
sprays. You’ll find it moves fast. 
Catchy advertisements tell its advan- 


tages to readers of leading magazines. 


Bug-a-boo sales have grown by leaps 
and bounds. And dealers are making 
proper profits. Start getting these profits 
yourself. Arrange for a supply of Bug- 
a-boo from your wholesaler, or address 
nearest office of Socony-Vacuum Oil 
Co., Inc., or affiliated companies. 








BUG-A-BOO MOTH CRYSTALS 
These are pine-scented crystals, 
ready-packed in an attractive va- 


TWO MORE 
BUG-A-BO0 dy-pecked in an 
rizer, or in cans. i t, 

MONEY- MAKERS 08 cmtde give  aphenitr wr 


that kills destructive moth worms. 

















ry f Kills or controls insects found on 4 “uaunleed bh 
Pot ~y flowers and shrubs. Highly concen- GOOD ‘a 

Crystals S trated, 4 oz. make 12 to 18 gallons | HOUSEKEEPING 
selsan| == | of spray. When used as directed, it | 2, Aferkiird len 
= f== ji--—| is harmless to humans or pets. 









BUG-A-BOO GARDEN SPRAY 
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THE INSECT SPRAY THAT PAYS A PROFIT 
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New Stanley Streamlined 
Half Surface Butt Hinge 


No. 164... 3%” 


PERMITS HANGING 
DOORS IN '¥/3 THE 
TIME REQUIRED 
For Conventional 
Full-Mortise Butts 





SAP TR EEE RINS 


This new Stanley No. 164 Half Surface Butt Hinge 


not only saves time . . . it decorates the door! The 





barrel has crowned ends ... the door leaf has 


neatly rounded corners and convexed edges. 


: 
i 


Application of this butt is simple in the extreme. 
Only the jamb leaf is mortised. No gauging is nec- 
essary. Of fast pin design, it is reversible without 
disassembling. It is supplied in all standard finishes 
including prime coat for painting. 

You can sell this butt on its merits to every con- 
tractor and builder in your community. Let it help 
you get your share of profitable building hardware 


business. The Stanley Works, New Britain, Conn. 


Order From Your Jobber 


STANLEY 


Trade Mark 
HARDWARE FOR CAREFRE E DOOR §S 
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BIGGEST NATIONAL 
ADVERTISING CAMPAIGN 


DIC-A-DOO HISTORY 


JP, 


MORE WOMEN — STORE TRAFFIC 
..- AND MORE PROFIT 


DIC-A-DOO’S spring advertising introduces 
new PREPARED DIC-A-DOO, a sister prod- 
uct which looks, acts, is used just like cold 
cream. This new waterless type of Dic-A-Doo 
is ready-mixed, packed in handy 5 Ib. pails. 
Its scores of uses make Prepared Dic-A-Doo 
a 12-months seller. Surveys prove Regular 
Dic-A-Doo is largest selling paint cleaner. 
Display and sell BOTH products .. they give 
you generous profit margin. Be ready for the 
spring house cleaning season. Ask your jobber. 


The PATENT CEREALS Company 
Dept. H-26, Geneva, N. Y. 


and - 


DIC ADAILY 


NYohsi-tal Malol gem 2¢i-1em DIES Io) ha-3; 
quickly. Saves soap. Every- 
day seller for dishwashing, 
KolViatola gmeolehisicololumm olelaa-e 
lain. Big package at 20¢ 
retail gives a generous 
profit. Twelve 5 ounce 
samples—(value 60¢ 

Free with 2 doz. case. 


DIC-A-DOO 
PAINT BRUSH BATH 


e Keeps brushes new—soft. 
Restores old “hard” brushes 
ZomUEt-bi0] lal-34-eel-l i meolal-melm@ilela= 
with every new brush folake! 
fol of-tai-1ame | loliba molatr tamehmaslel 
5“. Two-dozen packages ir 
self-selling display. 
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SEE FOR 
YOURSELF 


. « - and show your customers why 
Cyclone Hardware Cloth sells better 


AKE this simple test. Take a sec- 
tion of Cyclone “Red Tag” Hard- 
ware Cloth. Then hold it up before a dark 
area so the bright, galvanized wires will 
stand out in sharp contrast. Look at 
those wires! Every one parallel—no mis- 
placed or distorted wires—even soldering 
at each joint — every square perfect! 
Cyclone’s skilled operators and new, 
patented process of handling during gal- 
vanizing make this perfection possible. 
This is important to your sales. For 
customers like hardware cloth that looks 
good and stays that way. If you do not 


have Cyclone “Red Tag” Hardware 
Cloth in your store, orde¥Y a trial lot from 
your jobber today—and you will see why 
it not only looks better, but sells better, 
too. 

Your customers know that the Cyclone 
name on fence and hardware products 
means first-rate quality that gives them 
extra years of service. Prove for yourself 
the sales-value of the Cyclone name that 
appears on every roll of “Red Tag” Hard- 
ware Cloth. Show customers the Cyclone 
quality and the “Red Tag.” Then watch 
your sales of hardware cloth take a rise. 


“UsS*§ CYCLONE “e“779" HARDWARE CLOTH 


CYCLONE FENCE COMPANY, General Offices: Waukegan, Illinois, Branches in Principal Cities 


STANDARD FENCE COMPANY, Pacific Coast Division, Oakland, California UsS UNITED STATES STEEL PRODUCTS CO., New York, Export Distributors 


UNITED STATES STEEL 





cn ee 





See how 





this G-E ad-+ 
ties in with 
this March 
G-E lamp 
display 

+ 


er 






ee o \mee 
GENERAL@ELECTRIC 77. 






This sure-fire magazine ad appears in the March 4th issue of the 
Saturday Evening Post and also in the March I Ith issue of Liberty. 


HOW THEY’LL HELP YOU SELL 
MORE MAZDA LAMPS 


YPICAL of the close tie-in between General Electric mag- 
azine and display advertising is this tie-in for March. Both 
are stoppers! Take full advantage of the two-fisted advertising 
punch that this tie-in offers you: 
1—by putting in your window display early; 2—by displaying 
tear pages of the magazine ad in your window, and on the counter 
right next to your display of Mazpa lamps made by G.E. 


Remember, only General Electric offers its Mazpa lamp agents 
the benefits of such close tie-in between magazine and display 
advertising. 


The striking full color art work for this March 
G-E display was painted especially and ex- GENERAI ELEC I RIC 
clusively for General Electric by the famous 


artist, Nell Hott, of New York City. 
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HIGH VELOCITY 


CENTER FIRE CARTRIDGES 


TERRIFIC POWER — that nails game in its 
tracks. The power to knock ’em down 
and keep ’em down. 


AMAZING ACCURACY —the equal of the 
finest match ammunition, to help you 
place yourshot exactly where you wantit. 


FLAT TRAJECTORY — that compensates in 
part for errors in estimating range. 
Eliminates excessive sight elevation 
changes and gives you an extended 
point-blank range. 


“RUSTLESS” PRIMING— does away with 
the bother of cleaning your gun and adds 
to the accuracy life of the barrel. 


AVAILABLE IN 39 POPULAR CALIBERS 
INCLUDING THE WORLD-FAMOUS 


“BELTED” BULLET 


Outstanding leader of big game car- 
tridges, Peters Belted Bullet gives the 
speed and accuracy of a .30 caliber 
cartridge with the wallop of a .45. It 
expands instantly upon impact, but ex- 
pansion is controlled, avoiding disin- 
tegration or loss in weight. 





ORDER THIS BIG PROFIT LINE NOW 


.22 Hornet Exp. 

.22 Savage High Power 

.250 Savage S. P. 

.250 Savage Exp. 

.25,35 Winchester S. P. 

.270 Winchester S. P. 

.270 Winchester P. P. Exp. 

.30 Remington, 180 Gr. Belted 
.30 Remington, 170 Gr. S. P. 
.30 Remington,165 Gr.M.C.H.P. 
.30 U.S. Govt. 1906 180Gr.S. P. 
.30 U. S. Govt. 1906 180 Gr. 


P. P. Exp. 


.300 Magnum 225 Gr. Belted 
.300 Savage, 200 Gr. Belted 
.300 Savage, 150 Gr. P. P. Exp. 
.30°06/180 Gr. Belted 
.30°06/225 Gr. Belted 

.30/30 Win-Mar-Sav. H.V. S.P. 
.30/30 Win-Mar-Sav. H.V. M.C. 
.30/30 Win-Mar-Sav. H.V. M.C. 


H.P. 165 Gr. 


.30/30 Winchester 180 Gr. Belted 
.30/40 Krag 180 Gr. Belted 
.30/40,180 Krag S.P. 
-30/40/180 Krag P.P. Exp. 
.30/40 Krag 225 Gr. Belted 
.303 Savage 180 Gr. Belted 

.32 Remington, 180 Gr. Belted 
.32 Remington, 170 Gr. S. P. 

.32 Winchester Special Belted 
.32 Win. Special 170 Gr. S.P. 
.348 Win. 150 Gr. S.P. 

.348 Win. 200 Gr. S.P. 

.348 Winchester 210 Gr. Belted 
.35 Remington, 210 Gr. Belted 
.35 Remington, 200 Gr. S.P. 





rf 
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35 Remington,200Gr.M.C.H.P. 


.357 Magnum 158 Gr. Lead 
.38 Auto. Pistol 130 Gr. M.C. 
.38 Super Automatic M.C. H.P. 












PETERS OU PON? 


YY —_— = 


MORE PROFIT FOR YOU — LONG 
RANGE WALLOP FOR THE SHOOTER 


Peters High Velocity shells 
have the extra reach and smash 
needed today in the marshes 
and for long range upland 
shooting. They pack a terrific 
wallop. Hair-felt wadding 
keeps the power behind the 
load where it belongs. . . pre- 
venting gas leakage and shot 
distortion. Speed intensity 
ignition gets the charge away 
in 1/5000 of a second. And 
High Velocity shells, of course, 
have Rustless priming which 
ends gun cleaning. 





@ EXTRA REACH 
@®@ EXTRA SMASH 


@“RUSTLESS” PRIMING 


PETERS HIGH VELOCITY .22 


EXTRA WALLOP FOR 
LONG RANGE SHOOTING 


High Velocity .22’s have the speed 
and flat trajectory essential to 
long range shooting. For general 
use, pest control, and small game 
hunting, they’re tops. Yet they 
sell for the price of a standard 
velocity .22. 


Velocity and 
. S. Pat. Off: Bel 
of Peters Cartridge 





PETERS CARTRIDGE DIVISION, Remington Arms Co., Inc., Bridgeport, Conn. 
Gl POND MEMBER AMERICAN WILOLIFE INSTITUTE, “FOR A MORE ABUNDANT GAME SUPPLY” 
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Has Everything You Want! —— 





POPULAR NEW SIZES 


SALES APPEAL 





Write for samples of the new 1939 PRO-TEX 
Pad. Study the new low prices, and see how 
they enable you to meet all competition at full 
mark-up. Make PRO-TEX Pads a “leader” in 
your selling plans ... feature them in window 
and counter displays . . . then watch results! 


Ask your Distributor, or write direct to 


BALLONOFF 
METAL PRODUCTS CO. 


5800 Kinsman Rd. Cleveland, Ohio 
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New Low Prices: The new and improved PRO-TEX Pad 
for 1939 is selling for about one-half of the former price! 
Although the quality has been improved, modern equip- 
ment and vastly increased production enable you to offer 
this better metal-and-asbestos pad to your customers at 
prices which build volume sales. 


Popular New Sizes: The new PRO-TEX Pad is made in 
the three sizes that housewives like best—7 x 7 in., 14 x 
17 in. and 18 x 20 in. No wonder this item finds 101 uses 
in the modern home! Women frequently buy three or 
four at a time—for use on stoves, refrigerators, tables, 
ete... . wherever a surface must be protected against heat 
and scratches. 


Highest Quality: PRO-TEX Pads have a soft, non-scratch 
asbestos base, topped with gleaming metal. They are made 
by the leading manufacturer in this field, utilizing a new 
process which assures flawless construction and _ finish. 
Your customers cannot buy a better pad at any price. 


Sales Appeal: All these points are important for one rea- 
son only: PRO-TEX Pads sell on sight. They are good 
looking . . . useful in dozens of ways ... durable... 
practical ... low priced. To further help you build big- 
ger volume and profits on this line, each pad is banded 
with a colorful streamer that emphasizes the selling 
points. 
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TOOLS 


FREE for NATIONAL 
HARDWARE WEEK 


These sales-pulling Millers Falls 
displays radiate quality from 
your tool department. They stop 
the casual customer—they show 
your better, wider-margin tools 
—they emphasize sales of long- 
profit merchandise. They're given 
free with your order for reason- 
able stocks of the items shown. 
Start a banner season by putting 
them to work for Hardware 
Week. Ask your jobber, or write 
us direct. 


v 
MILLERS FALLS CO. 


Greenfield, Massachusetts 
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THE ANSWER! 


Looks like a big spring for construction work, and that means 
a big demand for round-pointed shovels. 


But not just any round-pointed shovel! Construction men have 
found out that there’s only one that can take the hard digging 
without wearing back in the center... only one that won't 
develop the wasteful “boot-jack” pattern. The shovel they 
want is Wood’s “ARROW POINT,” and their business will go to 
the dealer who handles this line. 


The design of Wood’s “Arrow Point” is simple, yet effective. 
To keep the bulk of material from passing directly over the 
center and wearing it back, there is an extension (see cut) that 
thrusts the material toward the sides. This counteracts uneven 
abrasion ... gives long, even wear along the edge . . . and 
makes it easier to get the shovel into the material. 


Be ready to meet the spring demand for Wood's “Arrow Point” — 
available in size No. 2 steel shovels of all Wood's brands. See 
your jobber today. The Wood Shovel and Tool Co., Piqua, Ohio. 







* 





















1 “Closed Back“’—stronger, light- 
er; easier shoveling. 

2 Turned Shoulder—stiffer blade, 
non-cutting foot rest. 

3Tapered Socket — better grip, 
better balance. 

4 Heat-Treated — stronger, more 





resistant to wear. 











SHOVEL MAKERS FOR THE WORLD 
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Informal Editorial Comments 








Co-op Week: 


Wisconsin, which has been the 
hotbed of consumer cooperative 
activities, celebrates this very 
week as “Cooperative Week.” By 
proclamation of Governor Julius 
P. Heil, following the precedent 
created last year by Governor 
Phil La Follette, the week of Feb- 
ruary 20 to 24, 1939, is to be so 
observed. The official text of the 
State’s chief executive covering 
this event reads as follows: 


“Because Wisconsin farmers 
particularly have made progress 
in solving their own problems 
by cooperation, and because 
there is need for reflection and 
analysis of the true aims and 
possibilities of the Cooperative 
Movement, 

“Now, Therefore I, Julius P. 
Heil, Governor of the State of 
Wisconsin, go hereby designate 
the week of February 20-24 
inclusive as Wisconsin Coop- 
erative Week and urge ll 
the citizens of the state to avail 
themselves of the opportunities 
provided during these five days 
by special radio programs, news- 
paper articles, and otherwise. 
to learn more of the spirit and 
principles as well as the aims 
and accomplishments of coop- 
eration.” 


The Governor does not actually 
use the words “Consumer Cooper- 
atives” but his emphasis on the 
cooperation among farmers suffi- 
ciently identifies the type of co- 
operation that is being celebrated. 
True enough, the earliest coopera- 
tion among Wisconsin farmers 
was in the collective marketing 
of the state’s dairy and garden 
farm products, but this activity 
quickly led to cooperatively owned 
and operated retail, and _ then 
wholesale distribution units, han- 
dling on a non-profit basis for 
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consumers a wide variety of mer- 
chandise in direct competition 
with tax-paying wholesalers and 
retailers in the state. It is ap- 
parent that those directing organ- 
ized consumer cooperative activi- 
ties in this country are working 
to have other states follow suit 
that some day a National Co- 
operative Week may be celebrated. 


Patman Bill:— 


Representative Wright Patman’s 
anti-chain store tax bill was intro- 
duced as HR1, as promised by 
him, but since that time has made 
very little progress in the present 
session of Congress. At the N.R. 
H.A. Congress at French Lick 
Springs, Ind., this proposed mea- 
sure was endorsed, but in the 
subsequent conventions of affili- 
ated state associations there has 
been a marked difference of opin- 
ion and there is a possibility that 
many of the various state bodies 
which comprise the N.R.H.A. will 
not support the stand taken by 
the National group last summer. 
At any rate there is no unani- 
mous organized hardware support 
for this bill. Similar developments 
have been reported from other 
retail groups. To offset what now 
definitely appears to be an indif- 
ference. if not a growing opposi- 
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tion, Mr. Patman plans to unleash 
a new offensive in support of his 
stand and measure. As frequently 
stated in these columns, I am 
heartily in accord with Mr. Pat- 
man’s earlier anti-chain store cru- 
sades and continue to support the 
principles of his Robinson-Patman 
law as well as the related state 
fair trade laws and the enabling 
Tydings-Miller law. But I am not 
in favor of his latest chain store 
legislative effort because I do not 
think his bill could or would 
work, nor do I believe it could 
stand the acid test of constitution- 
ality which would be promptly 
raised in test cases. Further, I 
am suspicious that tax laws, orig- 
inally intended to levy fees against 
chain stores, might very easily 
grow into general retail tax laws 
which would assess all retail deal- 
ers to sweeten the various politi- 
cal pork barrels that need fatten- 
ing if our present rate of public 
spending is to continue unchecked. 


Advertising Contracts :— 


One of the smartest retail hard- 
ware operators I have met in the 
past 20 years is involved in difh- 
culties with an organization which 
sells advertising services. These 
services include prepared selling 
letters, illustrations for newspaper 
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NOW IS THE SEASON FOR 
ELWEL COIL CHAIN AND 
ELWEL MACHINE CHAIN 
Although they sellthe year ‘round Elwel Coil 
Chain and Elwel Machine Chain move espe- 
: cially fast during February and March. Chain 
- users want them for repairs to farm equip- ' 
ment, machinery and hatness. They use them 
as tail gate chains on wagons and auto trucks 
—as windmill ¢hains—as counterweight 
chains—as supports for shelves, pipe lines, 
etc.—askeeperchainson doors, hydrants and 
caps—as barrier and enclosure chains—and 
for innumerable other uses. Display them, 
suggest them—and you'll make any sales. 
‘This is also the time to sell Ajax and Elwel 
Breast Chains, Elwel Heel Chains, ACCO 
Jack and Safety Chains, ACCO Repoir Links 
and Assortments, ACCO Proof and BBB Coil 
Chains and Elwel Passing Link Chain. 


AMERICAN CHAIN DIVISION 
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advertising and other merchandis- 
ing aids. The service offered by 
the vendor is apparently well pre- 
pared and thoroughly worthy of 
consideration and worth the cost. 
The difficulty this particular dealer 
has is the result of two clauses 
in the contract which he _ has 
signed. These are printed in small 
type. One feature is an auto- 
matic renewal clause and another 
feature requires that at the termi- 
nation of the contract, if not re- 
newed, all previously prepared and 
furnished advertising material 
must be returned to the service or- 
ganization or destroyed. This may, 
or may not, be a sharp practice 
clause in the contract. Neverthe- 
less, it is in the contract which the 
dealer signed. As in cashing checks 
for strangers, it is difficult to un- 
derstand why each year so many 
retail hardware men, otherwise 
careful, will sign contracts which 
they either do not read or do not 
understand. If you are not sure 
don’t sign the contract. This is 
always safe advice. If you sign 
a contract with someone you do 
not know, be sure you know all 
the details and all the particulars. 


Don’t Cash Checks :— 


In the past 30 days more than 
six wholesale hardware firms have 
been fleeced by swindlers who 
posed as members or representa- 
tives of well known hardware 
manufacturers or hardware whole- 
saling firms. It is difficult to un- 
derstand why any business man, 
otherwise careful in his operations, 
will cash a check, for any amount, 
for a complete stranger. Obviously, 
a swindler has rigged up a good 
story. Don’t cash checks for 
strangers. Let that be a rule to be 
constantly followed. If a man 
claims connection with a firm 
known to you and wishes to cash 
a check, be sure to wire or tele- 
phone, at his expense the firm with 
which he says he is connected. No 
honest man resents or objects to 
this precaution on your part. Sel- 
dom does any man, absent on 
business for a hardware manufac- 
turer or wholesaler, leave his home 
office without either sufficient funds 
or evidences of credit that would 
enable him to proceed. Yet every 
year there are many swindles per- 
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petrated upon otherwise intelligent 
business men. It is surprising the 
firms who are very rigid in their 
credit arrangements to consumers 
are peculiarly lax when it comes to 
cashing a check for strangers who 
put up “a good front.” Let me re- 
peat that no honest man represent- 
ing any legitimate manufacturer or 
hardware wholesaler would object 
to your checking up on him. In 
fact, if he is pressed for funds and 
wishes to cash a check he will, if 
an honest man, welcome your scru- 
tiny and investigation. There 
should be nothing offensive, to an 
honest man, about a check-up that 
is intended to protect you when a 
stranger asks you to cash a check. 
Obviously, those who swindle by 
this method always have very 
plausible stories and arguments. It 
is part of their trade. At the pres- 
ent time there are reports that 
check swindlers are operating rath- 
er freely and frequently. As a 
business man you would not let one 
of your representatives go on a 
business trip, to your knowledge, 
without either sufficient funds to 
carry him on through and back, or 
at least some definite means of es- 
tablishing credit. So you should 
believe and consider that your fel- 
low-hardware man executives are 
equally as particular. Don’t cash 
checks for strangers no matter 
what they tell you! 


Travel Year: 





The year 1939 promises to be a 
great year for traveling, probably 





National Hardware 
Week 


May 6 to 13, 1939 


The objective of National 
Hardware Week is “to make 
consumers more hardware 
store conscious.” This worthy 
effort merits complete sup- 
port from every wholesaler 
and retailer in the hardware 
and allied fields and also 
from every producer of goods 
sold through hardware chan- 
nels. Complete details on this 
promotion event were given 
in our last issue, dated Feb- 
ruary 9, 1939 (see page 66). 
Further details will be pub- 
lished in our next issue to be 
dated March 9, 1939. Plan to 
participate in this program. 








the greatest travel year this coun- 
try has ever known. With major 
“Worlds’ Fairs” at both ends of 
the continent, New York City and 
San Francisco, railroads, airlines 
and bus lines are outdoing each 
other to make cross-continental 
travel inexpensive, and therefore 
attractive, to a greater number of 
people. Hotels are cooperating as 
are all other travel agencies. A 
complete circuit trip, from prac- 
tically any point in the United 
States, taking in both fairs can be 
arranged via the railroads for 
from $90 to $130, tourist class 
with meals en route specially 
priced at a moderate amount. 
Some stop-over privileges will be 
allowed that extra features may be 
included in such trips. Literally 
millions of Americans will be on 
the go during the fair season and 
business generally will derive 
great benefits from this heavy 
traffic. An even greater number 
may drive their own cars, with 
or without trailers. However they 
may go, all travelers have re- 
quirements that will serve to in- 
crease general retail sales and this 
should prove to be an important 
factor in making 1939 a better 
business year. In this develop- 
ment there will be both direct and 
indirect advantages accruing to 
the hardware distributing fields. 
Those who drive their own cars 
will require auto equipment, tires, 
picnic kits, camping outfits, repair 
kits and a wide variety of related 
items. Such benefits will be direct. 
The indirect benefits will come 
from the general improvement that 
may be derived from such wide- 
spread travel and from the sale of 
major appliances, china ware, ta- 
ble flatware, kitchen utensils, table 
appliances, etc., which thousands 
of tourist homes and small and 
large hotels will need along all 
available auto routes to San Fran- 
cisco and New York. In addition 
to the commercial side of the bene- 
fits that will accrue, it must be 
recognized that millions of Amer- 
icans of all ages will in 1939 ac- 
quire a better perspective of this 
great country and will have a 
renewed pride and faith in their 
nation as a result of really seeing 
more of it and thereby learning 
at first hand of its true greatness. 
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TAKING THE MYSTERY OUT 





By ADON H. BROWNELL 


Chapter 45—Advanced Course 


Hotel Hardware 


S I intimated at the close of 
A the preceding chapter, 
properly equipping a hotel 
with hardware is a most fascinat- 
ing problem. Of course, hotels, 
like all the other types of public 
buildings we have considered, re- 
quire butts, door closers, lavatory 
hardware, etc., as we have previ- 
ously studied. However, in hotels 
we find a distinct difference when 
it comes to the matter of locks. 
First to me in point of interest is 
the keying system, and it seems to 
me that studying that will be a 
good introduction to the subject 
of the locks themselves. 








Fig. 1—Cylinder 
hotel guest 
room lock. 





Let us take a hotel to be 
equipped with hardware. In this 
hotel there are 1000 guest rooms. 
so we will have 1000 guest keys to 
furnish 1000 guests with a key, 
but not one of the guests should 
be able to enter any room but his 
own, so all the 1000 keys must be 
different. 

Then let us suppose that a maid 
takes care of 20 rooms, so that she 
may get into each room when the 





Fig. 2—Bit key hotel guest 
room lock. 


guest is not occupying it, and not 
wishing to make her carry 20 keys, 
we will have to provide 50 maids’ 
keys or 50 master key systems in 
the hotel. Naturally the maid 
should only be permitted to enter 
the 20 rooms in her charge so one 
maid with her key cannot enter 
any of the other 980 rooms in the 
hotel. 

There are 10 floors to this hotel 
with a matron in charge who 
checks the work of the five maids 
working on her floor. Certainly 
she does not want to carry 100 
keys to get into the 100 rooms, 





nor does she even want to carry 
five maids’ keys, so we must pro- 
vide her with a matron’s or grand 
master key that will give her en- 





Fig. 3—Bit key communicating 
hotel lock. 


trance to the 100 rooms under her 
charge. 

At the same time we do not 
want her to have entrance to the 
other 900 rooms in which she has 
no business to be, so the locks are 
thus set up and no matron can 
enter any room except the 100 on 
her own floor. 

Next comes the housekeeper who 
checks the work of all the matrons 
and maids in all of the 1000 
rooms. It would be an impossi- 
bility for her to carry 1000 keys. 
She would not want to carry 50 
maids’ keys or even 10 matrons’ 
keys, so we must provide her with 
a housekeeper’s key or great-grand 
master key that will permit her to 
enter any one of the 1000 rooms. 

Up to this point, that is, guest, 
maid, matron, or housekeeper, en- 
trance to the room can only be 
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gained when the room is not oc- 
cupied or locked on the inside. 
but only when it is locked from the 
outside. 

There are times, however, when 
even these keys should not permit 





Fig. 4—Communicating bathroom 
hotel lock. 


entrance when the room is locked 
on the outside. All modern hotels 
have display rooms. A jewelry 
salesman might have a very ex- 
pensive display of jewelry laid out. 
Locks are so made that on these 
display rooms a salesman can be 
provided with a guard key and 
when he locks the door on the out- 
side with this guard key neither 
the guest, maid, matron, or house- 
keeper’s keys will open the door. 

Now we come to the final and 
very important matter from the 
standpoint of the management. A 
guest is in the room and the door 
is locked. He may perhaps be- 
come suddenly ill, cannot leave his 
bed and calls for help on the 
*phone at the side of his bed. Or, as 
may happen in hotels, a guest may 
have committed suicide. The man- 
agement must get into that room. 
Bear in mind no guest, maid, 
matron or housekeeper’s key will 
let the manager enter. Shall he 
break in the door? No, that 
would be too expensive. 

The lock is arranged so that it 
may be controlled by an emer- 
gency key. What a tricky little 





FEBRUARY 23, 1939 





“devil” that emergency key is, as 
you shall see. It will unlock from 
the outside any one of those 1000 


locks, even though the guest is in- 


side with the door locked. 

That isn’t all that the emergency 
key will do, however, for there is 
another problem the manager 
has that this key solves for him. 
When the guest’s door is locked 
from the outside by the emergency 
key no other key but the emer- 
gency key will unlock it. 

Suppose there had been a mur- 
der in the room and the manage- 
ment does not want anyone to 
enter until the police arrive. That’s 
easy. Just lock the door from the 
outside with the emergency key. 

A guest may not have paid his 
bill for some time and may have 


Fig. 5—Indicator 
for hotel locks. 





left his clothes in the room. He 
hasn’t answered polite requests to 
see the manager. How is the man- 
ager going to be sure of seeing 
him? It’s simple. Just lock the 
door from the outside with the 
emergency key. The guest goes to 
his room. His key won’t open the 
door. That’s funny! So he goes to 
the maid or the matron or the 
housekeeper. Their keys won't 
open it either, even though the 
room is not locked from the inside. 
If the guest wants his clothes he 
will have to contact the manager, 
because the emergency key is in 
the manager’s hands and he is the 
only one who can unlock the door. 
Simple, isn’t it? 

Not all locks for hotels have all 
these key operations, but many of 
them have, and a careful check of 
your manufacturer’s catalog will 
clarify these points. 

I have taken a lot of space to 
tell you about hotel keying sys- 


tems, but that’s the crux of the en- 
tire problem. Besides, I think it is 
the most fascinating story of the 
whole builders’ hardware business. 
Don’t you? 

Now as to the locks themselves. 
Some managements prefer a 
spring lock so the door is always 
locked from outside (Figs. 1 or 
2). Others prefer a lock that re- 
quires the guest to lock the door 
after him when he leaves. Each 
system has its advantages and each 
has its disadvantages. Some man- 
agements prefer to have the lock 
bolted from the inside by means 
of a guest key. Others prefer a 
thumb bolt on the inside. Again, 
each system has its advantages and 
disadvantages. Study them out 
yourself. 

On many closet doors the closet 
lock is made for the same key 
change as the room door so that 
the guest needs only one key. Fre- 
quently these locks will not open 
to the maid, matron’s or house- 
keeper’s key and only the emer- 
gency key will operate them. This 











Fig. 6—Chain door fastener. 


is done so the guest ‘can lock valu- 
ables in the closet so that they will 
be safe from any employee of the 
hotel. 

In many states it is compulsory 
that the communicating doors be- 
tween rooms be locked with a key 
in addition to the usual thumb 
turn on each side. See Fig. 3. 

Many hotels use double doors 
between rooms in order to deaden 
the sound travelling from one 
room to the other. In such cases 
flush cups are usually necessary 
between the doors instead of knobs 
because of the limited room. 

Another little gadget that is 
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Note—While every care has been taken, we 
assume no responsibility for correctness of 
these suggestions furnished by the manufacturer. 
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KEY TO CHART | 8 , 
A Type—Best Lock Regardless of 3 | 8 = 2 B 
Price. 3 = 8 Pa 30 
B Type—Medium-Priced Lock for w aac ~ i Sas 4 } 
Medium-Priced Bldgs. 5 EEO 8 fa EE° 0 
C Type—Least Expensive Lock for a 3 3 a8 J 2 o oo Ex 
Low-Priced Bldgs. moO Ome 5) a, Sas ZS 
Guest Room Doors 
| Sey 644 A1590 7040MK 647 5170 3711B 
Mage ogi e wah shill ots Satabeen 855EK ae et: 400MK 617 T6070 2711B 
ele Me nc be wea cowed wake wea a ee 955EK A45334 4080MK 507 5588 8615% 
Clothes & Linen Closet Door 
' pee ey alas 990 A990 7000CS 58014 5100% 3761 
_ SERS a 893 A453 Spec. 8000CS 0563 T50001% 2761 
_ SSA Serratia ex, Gees, 853 A31834 V7000CS 136614 3602 853114 
Twin Communicating Door {7"Knons’%r’ flush handles ate requived. 
Mae ea eda eugene con Bees 9987 A699 510CS 4% 5120 x 1 Cyl. 3716 
Bc at pire ate rake toes Ciera 987 A45334 500CS 156934 T6120 x 1 Cyl. 2715 
ee 977 A323 580CS 159144 3604 6570 
Single Communicating Door 
caus ae 934 7040-2 Cyl. 44434 6538 3722 
es Terres 934 oe 530 15914 6638 2722 
RE pee 977 A255 520 159 3605 6587 
Bedroom to Private Bath Door 
' SERRE ret 973 A45334 510 023314 6535 6570 
_ A ee ee ae ee emir ay 210 A240 500 049 1048 8064 
ES ee re ke ee 220 A39 580 045 1034 011 
Communicating Passage to Bedroom Door 
' page SRA Bui ecg er RY 973 A45334 7040 023314 5535 864914 
ESR ep ree ea ner 877 A413 7630 285% 5549 6570 
_ EER Ry laren eee 977 A323 V7000 015914 3604 8340 
Communicating Passage to Bath Door 
: Seb Taras Veet SNE eee 877 A413 590 0233% 5549 6570 
Bae 877 A413 590 285% 5549 6570 
ES Rt erates ek Oe Seige te Ms 937 A323 580 0159% 3604 8372 
Communicating Bath Door 
| Raley ; a Sear 934 i 530 44416 5538 8694 
Be vies 987 A455 520 15934 5538 6587 
EE RR Pe ere 977 A265 520 16914 3605 8572 
Closet Door in Room 
| SEL ORRRatee 378 A990 7000CS 090 no keys T50001% 2761 
ERE eee ee reed meee 873 A42034 8000CS 049 no keys 1034 x 5910 853114 
_ OR A Pee eae 220 A39 3030 045 no keys 1034 011 
Wire Shafts—Pipe Chases, etc. 
ecu Sncanibactin ca edicaare ce } 1141 A30014 805014 Cyl. 054734 2217 839214 
IEE PE TS OER Ee ee PE 1163 NYWG2 96034 0548 2217 81714 
Re nh oe eee ie 1221 A634 96034 | 6011 2217 8180!4 
| | 











EDITOR’S NOTE: This suggestion chart is not to be confused with comparison charts previously published as part of “Taking 
the Mystery Out of Builders’ Hardware.” This chart includes the ideas of individual manufacturers as to the proper locks to 


specify from their own catalogs. 


usually specified for guest rooms 
is the indicator which operates 
when the door is locked on the in- 
side so that the maid can know the 
room is occupied without trying 
the door and disturbing the guest. 
Fig. 5 shows one of several types 


made. 


Bathroom doors (Fig. 4) the 
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private baths in guest rooms, are 
often equipped with just latches 
and no lock. Many managements 
feel that they are totally un- 
necessary when the room door is 
bolted. 

A study of the suggestion chart 
and the illustrations in this chap- 
ter will give you most of the fine 





points of this story I have tried to 
present to you. 

Many hotels equip their guest 
room doors with chain door fast- 
eners. I know one large hotel, one 
of the most prominent in the coun- 
try, that at one time had trouble 
with a thief who, in some unknown 
manner, secured an emergency key 
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made by other manufacturers. 


and prowled into guest rooms large number of cast bronze chain the entire course I have enjoyed 

while the occupants were asleep. door fasts. writing more than this one. I hope 
The hotel, however, put a stop Razor strop hooks in the bath- you catch the fascination that 

to that by equipping every guest room, coat and hat hooks in the there is in hotel hardware. 

room with a chain door fastener bathroom and closets, room num- 


In our next chapter we will dis- 


(Fig. 6) and a sign in each room bers and guest room knockers are ‘ 
for the guest to chain his door be- among the many other things cuss hospital hardware. What a 
fore retiring. The stealing stopped, which add to sales of a hotel job. lot of special hardware there is 


and incidentally I sold the hotel a There has not been a chapter of for hospitals! 
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Here’s the soda 
fountain—one of 
the very few to 
be found in any 
hardware store. 


When the Danbury Hardware 


Co., Danbury, Conn., moved into 


a former drug store it retained the 


fountain and discovered the fact that a 








‘Noda Fountain Builds Traffic 


UILDING store traffic is one 
of the big problems for any 
retail hardware store. Some 


dealers accomplish it by offering 
unusual services and others by con- 
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ducting departments not regularly 
found in hardware stores. The 
Danbury Hardware Co., 242 Main 
St., Danbury, Conn.,’ follows the 
latter plan by operating a soda 
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Fountain customers can see the entire store and a soda frequently 
helps sell hardware. Well wishers sent the flowers on opening day. 


fountain in the front of the store. 

Last August the Danbury Hard- 
ware Co., which had temporarily 
suspended operations the previous 
December, took over the stock, fix- 
tures and store of a druggist and 
converted the premises into a hard- 
ware store. The drug store was 
taken over as it was so that the 
hardware concern could more 
quickly re-enter business. Drugs 
and medicines were disposed of to 
hospitals and other institutions 
needing such supplies. Items such 
as cosmetics, tooth paste, soap, etc., 
were sold out as quickly as possible 
to regular customers. Miss Bessie 
Randall, who had had charge of the 
fountain for 22 years, prior to the 
hardware company’s acquisition of 
the premises, was retained in that 
capacity, because she is well known 
and well liked by folks working in 
the vicinity of the store. 
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for a Hardware Store 


The fact that the continuance of 
the fountain was worth while is em- 
phasized by James W. McCollum, 
who says, “The soda fountain cer- 
tainly puts a lot of life into the 
store and more than pays its own 
way. We are located between the 
two principal city squares and op- 
erate the only fountain on our side 
of the street between those two 
points. There are many beauty 
parlors and offices on our street and 
all of the banks are also there. 
Many patrons and employees of 
those establishments visit our foun- 
tain. It has enjoyed a steady pat- 
ronage from the folks nearby and 
we have been strongly urged to 
continue its operation.” It is inter- 
esting to know that the sale of ciga- 
rettes at the fountain has doubled 
since the hardware store moved 
into the premises. 

Men at the fountain cannot help 
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but see the display of tools, cutlery 
and builders’ hardware which are 
adjacent 'to it, while the ladies see 
the unusually attractive display of 
chinaware, glassware and other 
giftwares on the opposite side of 
the store. Pocket knives, kitchen 
cutlery and table appliances are 
displayed directly opposite and at- 
tract the attention of both men and 
women having refreshment at the 
fountain, 

The displays of chinaware, glass- 
ware and other gift items are both 
unusual and attractive. The de- 
partment is set up like a specialty 
shop. A fixture with mirrored back 
and sides is used to show pottery, 
glassware and other gift items. 
The shelves in the center of the 
unit are of glass and enable cus- 
tomers to get a complete, unob- 
structed view of each item dis- 
played. Artificial flowers in some 


These open back windows 
admit plenty of light 
and permit passersby to 
see the store _ interior. 


This advertisement “sold” the 
idea to the people of Danbury. 


of the vases and jars add to the 
appearance of the gift section. The 
store, however, does not sell ar- 
tificial flowers. There are always 
five or six tables set with dinner 
sets and real tablecloths—some 
white and others of the checkered 
type. Mrs. Irene Cunningham, who 
has charge of the department, is 
constantly changing the table set- 
tings in order that they may con- 
tinue to attract women customers. 

There is always a variety of 
giftwares on display embracing a 
wide range with respect to both 
price and quality—Mrs. Cunning- 
ham’s department carries a dozen 
or more patterns in full dinner sets 
and dozens of breakfast or lunch- 
eon sets. The dinner sets are 
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Quite a few changes have taken place in the appearance of the 
Danbury Hardware Co. since 1898 when this picture was taken. 


chiefly 95-piece numbers ranging 
in price from $25.00 to $40.00. 
The smaller sets—mostly 32 and 
35-piece sets—are priced from 
$3.50 to $10.00 and are of do- 
mestic make. Much interest has 
been shown by the company’s cus- 
tomers in glass pieces and the 
store offers numbers priced all the 
way from 50 cents to $7.50. 

Since its reopening the company 
has advertised in the Wednesday 
editions of the Danbury News- 
Times, which is published in two 
separate editions on that day. One 
edition, the regular daily paper, 
is for local people, while the other 
is a weekly edition circulating 
throughout the large territory sur- 
rounding Danbury. Some of the 
firm’s advertisements offer specific 
items or lines of merchandise 
while others feature services of- 
fered by the store. By publishing 
both so-called “institutional copy” 
and advertisements offering spe- 
cific merchandise or services the 
store’s messages to its customers 
and prospects offer more varied 
reading than would just the adver- 
tising of merchandise. 

Five - inch, single- column ads 
carry messages such as, “We are 
hardware men, we know hardware 
and we have the most complete 
hardware lines Danbury ever saw! 
May we prove it to you? Our gift 
dept. is the sensation of this city. 
Here you may select gifts for any 
occasion at most any price you 
care to pay.” 

Another ad stated that the store 
was, “Brand new—spick and span 
—A clean store and a clean new 


by 






stock! That’s what you'll find here 
in our new store—complete to de- 
tail. Service that’s hard to equal, 
and salesmen who know their 





jobs. You'll appreciate shopping 
here at your leisure, and we'll en- 
joy having you.” 

The Danbury Hardware Co. was 
founded in November, 1896, and 
was located in the same premises 
into which the business was moved 
last summer. In 1902 the concern 
moved to 249-251 Main St., from 
which it moved in December, 
1937. The present store occupies 
the ground floor, approximately 
24 by 103 ft., and a basement of 
the same size which is used for 
bulkier items and for storage. Mr. 
McCollum, president, and Howard 
H. Mignerey, vice-president and 
treasurer of the company, were 
elected to those offices at a recent 
stockholders’ meeting. Besides the 
two officers there are four others 
in the store to take care of the 
needs of customers. 





ELECTRIC KITCHEN MAKES DEMONSTRATING EASY! 


HEN the Schlatter Hardware 

Company of Fort Wayne, 
Ind., dicided to do something about 
making it easier to demonstrate 
electrical appliances, and to remove 
the scene of demonstration from the 
hustle and bustle of store traffic, 
it went into a huddle and came 
out with plans for a modern, 
streamlined all-electric kitchen. 
Shown below, the kitchen em- 
bodies all the latest in electric 
kitchen appliances, and its all- 
round beauty and convenience of 
arrangement are the subject of 
comment by almost every housewife 


who sees it. Equipment includes 
a hot water heater, electric range, 
kitchen radio, automatic defrosting 
refrigerator and a line of kitchen 
ware. The custom-built cabinet is 
of white in color with chrome and 
red hardware. The cabinet interior 
is of canary yellow with shelves of 
red. Red table top backs, black, 
red and cream linoleum and blue 
ceiling complete the color scheme. 
An outstanding feature is the light- 
ing, done with the newest Florescent 
type equipment, giving actual day- 
light brightness in the room at all 
times. 
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The Schlatter Hardware Company’s electric kitchen. 
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Charles Bachar, Lowe & Co., Maplewood, Mo., hard- 
ware dealers, is a graduate of a St. Louis aviation 
school. While his working hours are devoted to the 
hardware business he often takes Sunday afternoon 
flights out of the Lambert Flying Field, Maplewood 
Instead of becoming a professional aviator he de- 
cided to keep his feet on the ground during business 
hours and to seek his recreation in flying over the sur- 
rounding country. 








Ralph F. Henn, president and treasurer, 

The Du-All Mfg. Co., Geneva, Ohio, is such 
- an ardent stamp collector that he had an 
architect plan a special stamp room when 
he built a new home last year. Mr. Henn 
is shown seated in this room which is 
used strictly for stamps. In his hand he 
is holding an envelope on which is the 
complete series of both the Army and 
Navy stamps. Says Mr. Henn, “The stamps 
are postmarked July 4, 1936, and the enve- 
lope is autographed” by Franklin D. 
Roosevelt as commander-in-chief of the 
Army and Navy. This envelope was se- 
cured at the time of the Boy Scout Jam- 
boree in Washington, at which time I! 
had charge of the stamp-collecting merit 
badge booth.” At one time, says Mr. 
Henn, “I owned the finest collection of 
United States Revenue stamps in the 
world. I have made a practice for a great 
many years to have representctives of 
The Du-All Mfg. Co. return all stamps 
used on company mail. In this way I have 
accumulated thousands of commemorative 
stamps in very fine condition and have 
unusual items purchased directly from the 
Philatelic Agency in the Post Office De- 

partment at Washington, D. C.” 











HARDWARE AGE INVITES ALL HARDWARE MEN TO SEND IN THEIR HOBBY PHOTOS. 
| ALL ARE WELCOME—DEALERS, WHOLESALERS, MANUFACTURERS AND THEIR SALESMEN. 
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EASURES of particular 
M interest to hardware mer- 

chandisers are receiving 
consideration by legislators of 43 
states who began their delibera- 
tions last month. While bills were 
still being poured into legislative 
hoppers in large numbers up to 
mid-February, legislative progress 
on a number of proposals in sev- 
eral states had advanced suffi- 
ciently to safely predict their out- 
come. 

Legislatures now in session will 
continue their deliberations for 
periods ranging from several days 
to several months. First legisla- 
tures to adjourn will be those in 
Alabama, Kansas, Oregon, South 
Carolina and Wyoming, all of 
which, barring possible special 
sessions, have statutory limits on 
the length of their sessions that 
call for completion of work late 
this month. 

Twenty-one other states are 
scheduled to adjourn during 
March, and law-making bodies in 
the remaining 17 states and Flor- 
ida, where the legislature will con- 
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vene April 4, will complete their 
work later in the spring and sum- 


mer months. Legislatures not 
meeting this year are those in 
Kentucky, Louisiana, Mississippi 
and Virginia. 

The general trend this year, as 
in years recently passed, is to 
write new and additional statutes 
defining the limits of merchandis- 
ing “activity. Efforts are being 
made to write wage-hour laws 
patterned after the National Fair 
Labor Standards Act to govern re- 
tail and other intra-state trade on” 
the statute books of most of the 
states, to bring additional states 
under fair trade standards, to ex- 
tend unemployment compensation 
benefits to employees working in 
small establishments, to further 
restrict sale of commodities to 
certain retail trade groups, to tax 
chain stores and to extend provi- 
sions of state sales taxes to pur- 
chases made out of the state from 
mail order houses and _ other 
sources for the protection of 
home-owned business. 

Governors of several states made 









LrcisLaTION A frecting 


seek 


Utah State Capitol, Salt Lake City 


specific recommendations in in- 
augural addresses and messages 
to their legislatures regarding pro- 
posed laws affecting hardware 
merchandising, indicating _ bills 
embodying their recommendations 
would receive careful considera- 
tion and in many cases legislative 
approval. 

Wage-hour legislation was be- 
fore a sufficient number of legis- 
latures by mid-February to class 
it as the outstanding type of gen- 
eral legislation affecting hardware 
merchandising. Extensive hear- 
ings still to come on such mea- 
sures in most states will give some 
indication as to the number of 
states that will line up with the 


national administration on this 
subject. 
Hardware dealers and other 


trade groups have taken some en- 
couragement, however, in defeat 
of a Montana wage-hour bill by a 
House vote of 59 to 34 in the first 
decisive test on this legislation this 
year. 

Like many other state pro- 
posals receiving consideration this 
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HARDWARE DEALERS 


Pending in 43 STATES 


month, the Montana measure was 
more drastic than the federal act 
that covers interstate business in 
that it sought to make mandatory 
on July 1, this year, a 42-hour 
week, with a downward revision 
of maximum hours to 40 a week 
in October, 1940. A 40-cents-an- 
hour minimum wage would have 
become effective this July, and 
in January, 1945, it would be 
superseded by a 50-cents-an-hour 
wage. 

The federal law stipulates a 
minimum rate of 25 cents per 
hour for the first year, 30 cents 
per hour for the next six years, 
years, and a minimum of 40 cents 
per hour after the expiration of 
seven years. 

Representatives of retail trade 
groups voiced objections to the 
Montana measure typical of this 
legislation in all states at a public 
hearing conducted late in January. 
Small businessmen cannot afford 
to meet the standards imposed by 
the act, J. Otis Mudd, Missoula, 
president of the Associated Mer- 
chants of Montana, told the legis- 
lative committee. “You must re- 
member labor is not the only for- 
gotten man,” he said. “The small 
business operator, as the governor 
said in his message to you, is also 
a forgotten man.” Mudd’s refer- 
ence was to Governor Roy E. 
Ayers’ message to the legislature, 
in which he warned against plac- 
ing additional taxes on business. 

“I do not now recall any Mon- 
tana business, large or small, 


against which higher levies can 
be made without imposing bur- 
dens which might easily be a 
hindrance to progressive enter- 
prise,” the governor said. “In the 
family of ‘little businessmen’ 1 
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These cover proposed repeal or changes of fair 
trade laws, hours and wages bills, sales taxes, 
taxes and license plan for itinerant peddlers 


and chain store tax measures. 


Montana hours- 


wages bill defeated. California has largest 
number of proposed labor laws under consid- 


eration. 


can go you one further, for in 
this class I can recall many who 
would be compelled to liquidate 
if any additional levies were 
placed upon them. They are 
among the ‘forgotten men’ in the 
field of taxation.” 

W. W. Gail, Billings, Mont., 
representing 8000 merchants from 
that section, told the committees 
that retailers were “fundamental- 
ly” opposed to the “principle” of 
the act. “Even if the minimum 
wage was set at 10 cents per 
hour, this act is a step away from 
democracy, another step down the 
way to which organized labor 
might be entirely abolished by au- 
tocratic power,” he said. 


Other Legislation 


Wage-hour measures, while the 
most far-reaching, are only one 
of many types of labor legisla- 
tion before the various state law- 
making bodies. Most of them af- 
fect hardware merchandising to 
some degree. 

California probably holds the 
distinction of having the largest 
number of labor measures before 
its state legislature at the present 
time. Among them are bills to 
enact a labor relations law similar 
to the national Wagner act; to 


State legislative progress reviewed. 


make the unemployment compen- 
sation benefit law apply to em- 
pleyers of one or more persons 
in place of the present four or 
more; to eliminate the employee’s 
contributions to the unemployment 
insurance fund and place respon- 
sibility for full support of the 
fund on the employer; to prohibit 
issuance of injunctions against 
strikers in labor disputes unless it 
could be shown that the employer 
would suffer “irreparable dam- 
age” unless the injunction was 
issued, would prohibit employers’ 
blacklists and penalize employers 
who made derogatory remarks 
about workers formerly in their 
employ; would prohibit anti- 
picketing ordinances by cities and 
counties, would increase the mini- 
mum wage for women workers 
from the present $16 a week to 
$20 and lower maximum hours 
from 48 to 44, and would estab- 
lish a health insurance program 
for workers financed by payroll 
taxes, workers’ contributions and 
public funds. 

Similar measures, while prob- 
ably not in as great a number, 
are before legislatures of the 42 
other states. Space does not per- 
mit separate mention of individual 
wage-hour and other labor mea- 

(Continued on page 102) 
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The customer finds it easy to buy paint or floor coverings 


N spite of the cloudy business 
map of 1938, Wm. Mutzfeld 
& Sons, hardware dealers in 
Butler, Ind., kept their sales on a 
with the 


par more prosperous 
year of 1937. Obviously. this 
would be equal to a substantial 
increase in normal years. The 
company attributes these results, 


and many other ‘improvements in 
their business to a simple, inex- 
pensive. yet effective 
ment of store displays and mer- 
chandise stocks. 


rearrange- 


ae 


“The primary purpose of our 
plan was to make it easy and de- 
sirable for more women to buy 
their household needs in our 
store.” Ralph Mutzfeld said. “Our 
problem was to separate and de- 
partmentalize every item in_ its 
proper classification. so that we 
could quickly educate our custom- 
ers to a new convenience, but es- 
to the end that heavy 
hardware. fittings, tools, ammuni- 
tion and fishing tackle would oc- 
entire the 


pecially 


cupy one section of 
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Gas ranges are featured near the entrance of the store. 















STREAMLINED Store 





i 


R. N. Mutzfeld 


here. 
store. and household — utensils. 
home equipment and paints the 
other. We _ believed, and our 


wholesale representative agreed 
with us, that such a program 
would increase sales in all depart- 
ments and that more women cus- 
tomers would patronize our store. 
Results have exceeded our expecta- 
tions. We know now that we are 
on the right track, and future 
prospects are bright indeed, under 
this streamlined arrangement.” 
The Mutzfeld store, established 
by Wm. Mutzfeld in 1882, con- 
tains two rooms on the lower 
floor. Each is 120 ft. long and 
22 ft. wide. The ground floor 
rooms are separated by a brick 
wall partition which could not be 
removed, as it was originally the 
outer wall support for a three- 
story brick building. There are 
two entrances, one to each room, 
while a wide archway in the cen- 
ter provides an entrance from one 
section of the store to the other. 


How It Was Done 


The first step was to remove 
all household equipment and uten- 
sils which women buy, from the 
hardware department, and trans- 
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C. W. Mutzfeld 


fer them to the other side. This 
department, now devoted exclu- 
sively to home equipment, house- 
hold utensils, and paints, shows 
all major equipment up . front— 
electric washers, gas, oil and 
wood-burning® ranges, room and 
water heaters. These combine at- 
tractive window displays, as well 
as wall and aisle displays. Cus- 
tomers who come in for small pur- 
chases of utensils, are constantly 
reminded of these major units. 
This display was responsible for 
the sale of 12 modern gas ranges 
during the spring months, with a 
corresponding volume of other 
large units. 


The Center Display 


On the center display tables in 
this section is shown a wide range 
of smaller electric appliances— 
irons, mixers, toasters, percolators, 
roasters and so forth. Along the 
north side of the store, the cus- 
tomer will find convenient, com- 
fortable spring-steel chairs. These 
are medium-priced, and afford an 
appreciated convenience. Inciden- 
tally, the firm sold nearly 10 dozen 
sets since they were put in last 


spring. 
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Wm. Mutzfeld 


Made 1938 4 BIG YEAR 
for Vhis Firm 


Wm. Mutxfeld &? Sons, Butler, 
Ind., made shopping easier 


Perhaps more important than 
any other change in this section 
was the paint department. Paints 
formerly occupied an obscure po- 
sition on the north side, on high 
shelves, in the approximate center 
of the store. These shelves were 
removed, and transferred toward 
the rear of the store, about 75 ft. 
from the front end. Numerous 
low-priced items occupy the space 
formerly used for paints. Since 
making this change, paint and 
brush sales have increased to a 


for women patrons by re- 
arranging its store. Cost 


was low hut sales were high 


decided extent. Brushes are at- 
tractively shown on the counter, 
reminding paint buyers of the 
need for additional equipment. In 
this broad paint display, a large 
stock of many colors and _ sizes 
can be shown and this not ouly 
increases sales but makes for 
quicker service. To facilitate 
prompt service there are sets of 
shelves immediately behind the 
front display on which duplicate 
stock reposes. The company also 
claims that this arrangement has 





This arrangement makes it easy to see merchandise and to buy it. 
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greatly enhanced the attractiveness 
of the entire store, as it breaks up 
the long space of 120 ft. and af- 
fords a lighter, cheerier shopping 
place. 

Aside from the work of trans- 
ferring merchandise to its proper 
place on this “feminine” side, the 
only major “operation” was to 
make new shelves for the low- 
priced utensils, and to lower the 
other wall shelves so that every- 
thing in the store can be reached 
from the floor, or from a 3-ft. 
stepladder. This has improved 
sales, since it lends a more attrac- 





In order to reach the paint depart- 


ment, customers must pass all of 


the items previously described and 











shovel, fork, twine, or heavy hard- 
ware, goes directly to the rear 
where it is on display, then, being 





hundreds of others which all attracted to the luxury or sport 
housewives need from time to type of merchandise by the front- 
time, and, “seeing them, they store displays, buys what attracts 
buy.” Everything is in_ plain his fancy, thus increasing sales 


sight and everything is plainly 
marked and priced. 

“A problem that perplexed us 
for a long time was what to do 
with tools, hardware and supplies 
which men buy and use, in order 
to gain maximum sales results,” 
said Ralph Mutzfeld. “However, 


this was simple of solution once 





Here are some of the wheel goods displayed on the store balcony. 


tive appearance to the merchan- 
dise. “We cannot explain this,” 
Mr. Mutzfeld said, “and can only 
attribute it to some psychological 
reaction. I suppose it is a natural 
trait for people to want and buy 
what they can see clearly, and 
handle easily. I have often no- 
ticed that people will not stoop 
to pick up items, nor will they 
stretch to reach an article that is 
high above their heads. Hence 
the popularity of center display 
tables.” 

Just at the right of the paint 
display is an attractive floor cov- 
ering section. Here are two of 
those easy spring-steel chairs, 
where customers can rest and se- 
lect their patterns. Aside from 
the large pattern rolls shown, a 
center-of-the-floor display shows 
additional colors and patterns for 
selections. People who come in 
for paint are attracted by these 
displays with the result that many 
additional sales have been made. 
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the problem had been properly 
analyzed. 

“Put the things which men will 
buy in the rear of the store and 
they will go there for them. Then, 
as in the utensil and housewares 
department, they must see the 
other items, and be attracted to 
them by the displays. For ex- 
ample, for years we kept our am- 
munition in a prominent front-of- 
the-store location. This was a sea- 
sonable item, and one which hunt- 
ers would seek out when the need 
arose, but it occupied very valu- 
able space that was out of propor- 
tion to its potential sales. We 
accordingly moved the ammuni- 
tion to the rear, and now display 
electrical fixtures which enjoy all- 
year sales in that location. Am- 
munition sales have not declined 
because of the change. 

“During spring and summer. 
fishing tackle occupies the most 
prominent front-of-store position. 
The man who comes in for a 





that we did not get before. It is 
this ‘plus’ business that helps 
swell the profits. 

“The leading factor in this pro- 
gram, which we kept constantly 
in mind, was to put every possible 
item where it could be seen in 
mass display whenever it could be 
so arranged. Large assortments 
enhance such displays, and we try 
to maintain this program always, 
and at the same time, depart- 
mentalize the various tools and 
supplies according to their specific 
uses. This helps the customer and 
at the same time, suggests items 
to buy which he hadn’t actually 
thought of when he entered the 


store. 


Cost Only $300 


“To accomplish this end, it was 
necessary to build more tables 
and provide for more modern 
shelving than was necessary on 
the other side. We employed a 
carpenter for a few days to do 
some of this work, and, with an 
expenditure of only $300 for ma- 
terial, the entire store rearrange- 
ment was accomplished. it in- 
volved a considerable amount of 
extra work on our own part. It 
was accomplished in spare hours 
during the winter months, and by 
working every night from No- 
vember until just before Christ- 
mas. This was, after all, the most 
satisfactory method as we could 
give our undivided attention to 
the work in hand without being 
interrupted by customers. We 
simply locked the doors, turned on 
the lights and stayed on the job 
until it was all in order, and we 
were ready with the new store for 
the Christmas holiday season. 

“This modernization plan has 
accomplished what we intended it 
to accomplish—an increase of 
sales in all departments, chiefly 
through the factor of inducing 
more women to patronize our 
store. Win the confidenee and 
trade of the housewife, and their 
husbands will become better cus- 

(Continued on page 113) 
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N studying the earnings of 
i] corporations it is interesting 

to note that those showing 
profits or losses are usually in 
groups—one line of business 
showing profit to all members— 
another line showing losses to all 
members. No other fact can more 
clearly show the interdependence 
of business. 

In every major industry there 
are great concerns who, in a 
large measure, support a whole 
army of smaller concerns whose 
parts or patented gadgets the 
large concern uses. When the 
large units in the industry or 
groups suffer from lack of sales 
or unprofitable prices or when 
they cut production hundreds of 
these little fellows also suffer. The 
point is the whole industry, like 
a major star and all its satellites, 
moves in the same rhythm. 

These various industries have 
grown up in various cities and so. 
following this group law, the en- 
tire business of a city itself is 
good or bad because of the gains 
or losses of the particular kind of 
manufacturing of the industry that 
dominates the city. 

The statistics of the losses, earn- 
ings and future possibilities of va- 
rious industries are all well 
worked out and are easily avail- 
able. So with very little trouble 
sales managers can figure out 
when the chances for future sales 
are good or bad. Salesmen can 
figure out where their chances of 
good commissions lie. Workmen 
can figure out chances of employ- 
ment. Retail merchants can tell 
where’ business will be good or 
bad. Last of all, investors with 
just a little study can decide where 
the best dividends and the great- 
est safety can be found. 

The point of all this is that “con- 
ditions” in the United States, both 
in kinds of industries and in geo- 
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Unwanted New 


By SAUNDERS NoRVELL 


graphical location, vary greatly. 
Some lines are still prosperous 
some localities are still prosper- 
ous. There is no “general” condi- 
tion that covers the whole coun- 
try. For this reason general re- 
ports covering all industries are 
frequently very misleading. You 
may read that in 1938 retail sales 
were down 10 per cent. This may 
be true, but it is only a part of 
the story. 

I have two friends who are in- 
vestors—one in 1938 lost money 
—the other made money. The dif- 
ference was entirely in the 
“groups” in which they invested. 

A careful study of these groups 
—especially of those that did not 
do well—will reveal many condi- 
tions that lead to their troubles 
that have nothing whatever to do 
with the industry itself. 

For instance, one group whose 
sales run into millions of dollars 
spent most of 1938 fighting among 
themselves. I refer to the whiskey 
business. Possibly just as much 
whiskey was drunk in 1938 as 
ever. There was nothing the mat- 
ter with the national thirst. But 
the gentlemen engaged in this busi- 
ness seemed to prefer a fight to 
orderly selling and _ reasonable 
profits. 


Why Are They Needed? 


Why must we have institutes, 
bureaus and business groups? 
Why must we have business czars 
and dictators? One of my friends 
answers because the members of 
the industry “know each other too 
well.” It is a fact that rank out- 
siders do and have taken a com- 
manding hand in industries about 
which they knew little or nothing 
and straightened them out and 
turned losses into profits. 

A man of wide and long experi- 
ence in association work told me 





(soods 


in this set-up that these associa- 
tions almost all boiled down to 
the same kind of members. His 
formula was this—‘Seventy-five 
per cent of members good honest 
merchants who desired to be rea- 
sonable and fair—15 per cent men 
who were generally dependable 
but who were amenable to pres- 
sure on what they thought was 
necessary regardless of the trade 
ethics involved. The last 10 per 
cent consisted of the liars, chiselers 
and smart alecks who joined an 
association with no other idea but 
to outwit their fellow members. 
This 25 per cent he said caused 
all the trouble, fighting, price cut- 
ting and ill feeling. 

In many associations—speaking 
of all lines—the 75 per cent of 
fair members are remaining in the 
large associations but are forming 
small groups to carry out their 
plans in order to get rid of the 
undesirable fringe of merchants. 


* * * 


In discussing association acitivi- 
ties in almost any line you find the 
same conditions. It is usually a 
war between the large, well- 
financed, strong members and the 
“little fellow.” 

The big fellows say: “We 
cleaned up a rotten condition in 
the industry by buying out or 
eliminating the pirates. This cost 
us a lot of time, work and money. 
Then when we get things in fair- 
ly good working condition a whole 
crop of new little fellows, usually 
only making the staple things in 
the line, spring up to plague us 
with their cut prices and short-cut 
methods. We are expected to hold 
the umbrella over them while like 
a horde of mice they nibble the 
cheese.” 

The little fellow answers: “Our 
brands are not so well known. Our 
lines are not so complete, so when 
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we go to the jobber or wholesaler 
he will not stock our goods except 
at a considerable price concession. 
He claims it is easier to sell the 
old, well-known line and he should 
be compensated for pushing a line 
putting in his 
catalog, posting his salesmen and 
all that. 
“In many 


not so well known 


cases the little man 
cannot get in his goods with the 
best jobbers even with price con- 
cessions, so the little manufacturer 
goes to the larger class of retail 
merchants and sells them and fre- 
quently at his extreme prices 
‘We must live, little 
man.” 


savs_ the 


In our line of work in the last 
two months it was necessary for 
us to study the market of an im- 
portant line of merchandise. We 
interviewed a number of whole- 
salers and larger retailers picking 
them from various sections. What 
we wanted to know were the things 
that could be done to make this 
line more attractive to both whole- 
What sur- 
prised us was an almost unanimous 
demand that 
getting out so many new goods. 
We were told that the trade would 
hardly get going well on a line 
when the manufacturer would an- 
nounce a new line 


salers and retailers. 


manufacturers stop 


‘new boxes. 
new colors, new names but with 
practically no change in the utility 
of the goods themselves. The man- 
ufacturers would advertise and 
hallyhoo this line so the older 
goods on the merchants’ shelves 
practically obsolete. Con- 
sumers, reading the advertising. 
would call for these new brands. 


were 


The trade claims that no new 
business was created. It is just a 


“switching” process from one 
branch to another of the same 
manufacturer. The object, of 


course was to swing the business 
away from some other manufac- 
turer. In a word, what we would 
call “cannibalistic industrialism.” 

Wholesalers stated it cost a lot 
of time, work and 
change their catalogs, to post their 
salesmen and get going on the new 
brand when they knew in a few 
months along would come another 
“improvement”. They (the whole- 
salers) also stated that manufac- 
cases had 


money to 


turers in well 


many 
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established popular accepted 
brands, that were hurt by these too 
frequent changes. 


* * * 


We have suggested to certain of 
these manufacturers that it might 
be a good idea to check up the 
wholesalers’ catalogs to see how 
their well-established old 
were represented. If they do this 
we think they will have some sur- 


lines 


prises. 


Then we learned that for some 
reason or other at times most of 
the workers in a general line would 
suddenly at the same time break 
out with a number of additional 


A Small Store 


B’ carefully planning its re- 
modeling program, the Rogers 
Hardware and Furniture Co., 113 
W. Walnut St., Rogers. Ark., has 
changed the physical 
From one 


completely 
appearance of its store. 
that was long but small in appear- 
ance. it has become a wide and 
bright selling floor. 

In no way were the actual dimen- 
sions of the store increased. It was 
all done by astute selection of the 
Long counters were 
eliminated. Now display 
tables run down the center of the 
floor with wide aisles on each side 
Each table is a department in itself. 
One displays plumbing and elec- 


display tables. 
several 


trical supplies. another cutlery and 
so on down the line. 





patterns in a line. These outbreaks 
seemed to be contagious like the 
mumps. It is argued this must 
cost a lot of money in new tools 
and machinery when as a fact the 
new patterns do not increase sales 
but just cause complications and 
additional costs because the new 
goods are not needed. 

In their association, it is sug- 
gested. as it is against the law to 
make extra profits by price fixing 
there is no law against workers 
conferring among themselves and 
saving profits and wasted money 
by regulating these epidemics of 
unnecessary and unwanted new 
goods or additional patterns in 
already over-crowded lines. 


Makes Itself Big 


The lighting is indirect and is in 
keeping with accepted and modern 
lighting practices. No longer are 
there paths of shadow over the mer- 
chandise but each table is flooded 
in a pool of light. Helping the 
customer to see the merchandise 
has proven a great stimulus to buy. 

Previous to the remodeling, J. C. 
Briggs. proprietor of the store, held 
a “Remodeling Sale” which brought 
many new customers. As a quick 
follow-up. he also held an “Opening 
Sale.” All who came _ received 
souvenirs and as an added attraction 
a handsome lamp was given away. 
And so again many new customers 
were gained. 

The entire modernization program 
took but four weeks to complete. 





Brilliant indirect lighting, wide aisles and departmentized dis- 
play arrangement make the Rogers Hardware and Furniture 
Co. one of the most modern stores in all northwest Arkansas. 
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“The wide-awake dealer of today calls on the farmers.” 





The Rocky Road 0 Failure 


If you want to avoid it use modern 


methods and some horse sense, go 


HarpwareE AGE was published 
an article, “What Causes 
Hardware Failures.” It is too 
much to expect that all of my cus- 
tomers read this article. Those 
who did read it possibly did so 
without considering it in detail. 
However, I would like to say to 
several Bills and Toms and Harrys 
‘Here, read this carefully, it 
will do you some good.” 

Any hardware dealer reading 
this introductory paragraph will 
probably stop and see who is 
writing this article. “Oh! yeah 
another jobber’s salesman—they 
know it all.” I am a_ jobber's 


[ the June 16 issue of the 
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By 
A JOBBER’S SALESMAN 


salesman. | travel for a jobbe: 
that covers a large Midwestern 
state where dealers are dependent 
upon the farmer trade. Ninety 
per cent of my dealers are in small 
towns and when I say small towns, 
I mean just that—towns of 1500 
down to 200 in population. On 
my territory I meet my competi- 
tors, salesmen for other houses. 
both local and out of the state. 
To a man they are interested in 
the success of their dealers. Nat- 


after business and work hard 


urally, it's our bread and butter. 

If I felt that a-large percentage 
of my dealers were going to fail, 
| would start looking for another 
job. But the fact remains that a 
lot of them could get a lot of 
good out of the June 16 article. 
The average individual, regardless 
of his business, resents advice and 
feels competent to carry on his 
particular business without inter- 
ference. It is usually the innocent 
bystander who goes home with 
the black eye. 

Let us analyze a specific case 
on my territory that is only a year 
old. Just about a year ago Henry 
Smith bought a stock of hard- 
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ware from a bank in a town of 
1200. The bank had taken the 
stock over on a chattel mortgage 
from a dealer who spent a good 
share of his time away from his 
business attending conventions and 
meetings—in fact, anything to 
give him a little freedom. He 
had one clerk, who was just a 
clerk, and it took the boss to close 
a stove deal. But the boss fig- 
ured the business could run itself. 
Too late he found that a business, 
any business, takes a lot of run- 
ning. Today he gets $18.00 a 
week. 


The Bank Unloads 


So here comes Henry Smith. 
He has been making a little money 
in a town of 300, but not being 
satisfied and wanting to get in a 
bigger place, he calls on the bank- 
er. The banker paints a rosy pic- 
ture. Here is a good town, good 
trade area, good consolidated 
school, good churches; snaps his 
fingers at competition. The bank 
wants to get out from under the 
mortgage. It looks like a bargain. 
What does Henry do? Why you 
know what Henry does. He rushes 
home and talks it over with the 
missus. Makes another trip back 
and the deal is closed. Now in 
that time he has looked at the 
stock and fixtures. A $4,000 stock 
for $2,750. The amount of the 
mortgage. Rent is reasonable and 
the overhead will be low. It’s a 
natural. Across the street the 
cashier of the bank shakes hands 
with the president, wipes his brow 
and “Thank God, that’s off our 
hands.” 

Henry goes back to his home 
town. He has a small stock the 
larger part of which he closes out 
on a sale and moves the tag ends 
to his new store that already has 
a good $2,000 worth of tag ends 
that have been accumulating dust 
and becoming obsolete for 10 
years. So he finds himself with 
a stock of, say $5,000, half good 
and half bad. Has Henry made a 


good buy? Anyone connected 


with the hardware business knows 
that $2,750 will buy a lot of nice 
salable merchandise. 

Let’s get along with the story. 
Our friend Henry rents a house 
for $22.50. Back in his old town 
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he owned his home which he now 


-rents for $15. He moves his fam- 


ily and trucks in the left overs 
from his old stock. He opens the 
door of his new store and what 
happens? Well, the first week, 
six different jobbers’ salesmen 
called on him. I know. I was one 
of them and got a small order. 
So did two others. In fact, the 
first six weeks customers did not 
seem to come in as fast as the 
salesmen. It was right at the busy 
season for the farmers. 

Was Henry discouraged? Not 
a bit and why should he be? He 
started to rearrange the stock. 
The store room was large, but his 
shelves and cases literally over- 
flowed. All the time he was ad- 
justing his stock with the help of 
the former clerk, who was glad to 
stay at $2.50 more a week, Henry 
was buying needed merchandise 
from five different jobbers, fast- 
selling items that were not on the 
shelves when he took over the 
place. After two months of re- 
arranging, Henry gave up and 
called the job done. Of course, 
he had had some business during 
this time. He even hired a man to 
do outside work, tinning, plumb- 
ing, furnace work, and paid out 
$25 more a week. 

Now comes the breathing spell. 
Our new owner has time to sit 
down and think things over. Here 
he is, in a bigger and better town 
than before, twice the stock but 
with no appreciable difference in 
the amount of business, but with 
a greatly increased overhead. His 
chief competitor, apother hard- 
ware dealer, is doing a larger 
business. Henry commences to 
worry. He finds that in order to 
discount his bills, he has to dig 
into his capital. Things do not 
look so good. 


What Has Happened? 


Eight months have passed since 
he bought the store. What has 
happened? Henry let the clerk go 
after the first three months. The 
clerk who knew everyone in the 
community. Two months later the 
outside man was let out to imme- 
diately start a “curbstone busi- 
ness” in plumbing and heating. 
More competition. Henry now 
buys from only three jobbers, 


small orders that are far from 
profitable to Henry or to the job- 
bers. He fails to take his dis- 
counts. He locks his store from 
12 to 1 while he eats his lunch. 
Remember this is a town of 1200 
in an agricultural community. It 
is the hour that a farmer chooses 
to rush to town for a few bolts, a 
roll of No. 9 wire or what have 
you. Henry is locked up and his 
competitor gets the business. And 
when that farmer needs a range 
or a heater, where does he go 
first? You hit it. To Henry’s 
competitor. 

What happened to all the other 
salesmen who got some of Henry’s 
business the first few months? 
They are all out. They offered 
some needed advice. A sale to 
reduce the stock and to get rid of 
some of the old items at any sacri- 
fice. Naturally these suggestions 
were resented. This dead stock 
represented the bargain Henry got 
when he bought the store. Today 
Henry wants to sell out, but he 
wants his money back. He is on 
the down grade and he will not 
change and try and make his busi- 
ness a success. He can’t under- 
stand why his competitor with 
only half as much stock is getting 
the lion’s share of the business. 


Why Henry Failed 


We all make mistakes that af- 
fect our lives in a great many 
ways. Where did Henry Smith 
fall down? To begin with, he was 
blinded by a large stock at a bar- 
gain price and failed to consider 
that he got less than he paid for. 
He discharged a clerk who could 
have been of great help to him. 
He failed to weed out his unsal- 
able merchandise and bought from 
too many sources. But what’s the 
use. There are too many reasons 
why he will be out of business in 
another year, and with a lot less 
money, if any. Why didn’t he get 
business with his fair stock of 
good items? The old merchandise 
made his store look junky. His 
competitor had a smaller but 
brighter stock. Henry was shy. 
Invariably he failed to introduce 
himself to his trade. He never 
went out of his store for business. 
His competitor, also a new man, 

(Continued on page 117) 





HARDWARE AGE 









(DPE OY ——O— 





Hardware Age Original 
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Window Displays ‘Vhat Aid 
Springtime Sales 
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Here’s a suggested window display that should serve to arouse the man who 
takes pride in his lawn or garden. It’s a balanced display with practically 
all of the merchandise shown at floor level. Green would be a good color to 
use fot background and fixtures with the rooster’s head and lettering brown. 
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There’s a lot of painting to be done every spring, both on the outside and 
the inside of the home and this balanced display should impress that fact 
upon your prospects. Paint suggests cleanliness and so does white. Why not 
have white fixtures and background with palette and trim green or orange? 
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General view of the store looking toward the rear. Note 
the inset floor covering panels in the paint department. 


1500 Vistrep 7his Store on 


Lemmon &° Granger, State College, Pa., 





7 HEN a new hardware 
featu re model kitchen and bathroom store holds a preview in 
: . ‘ a town of 10,000 and 
and unusual floor covering displays sececeds in sttuasting 1900 geanhe 


it constitutes real news. That’s 
what the firm of Lemmon & Gran- 
ger did when it opened its new 
establishment in State College, 
Pa., on April 9, 1938, despite the 
fact that a heavy snowstorm was 
raging at the time. 

Charles T. Granger in comment- 
ing enthusiastically on this open- 
ing day said: “We did not an- 
ticipate making any sales on our 
opening day and we did not ad- 
vertise any special sales event. We 
merely wanted people to come and 
see the store. Although we ex- 
perienced the worst weather of the 
season on the day, 1500 people 


came to see us. Many of these 











This compact department contains a well-rounded stock of paints, visitors made purchases and our 
brushes and related lines. Only a single quality of paint is sold. gross sales for the day totaled 
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Here is a section of Lemmon & Granger’s sporting goods 
department, compact and interesting in every respect. 
The floor of this department contains a number of re- 


movable insets of floor covering. 


Racks of floor cover- 


ing are arranged to lead one here from the main store. 


tts OPENING Day 


$500. We did not even have a 
cash register installed and did not 
expect one to arrive until the fol- 
lowing Monday. It was necessary 
for us to use a cigar box to hold 
the receipts.” 

The entire store is roomy, well 
lighted and efficiently planned for 





both customer and _ staff conve- 
nience. The fixtures and_ store 
plan were the creation of W. C. 
Heller & Co., Montpelier, Ohio. 
Prices are plainly indicated and 
all merchandise is within easy 
reach of customers and salesmen. 
Everything, save cutlery and a few 


Everything shown in these rooms save curtains and towels are sold 
by the firm. Refrigerator and range are connected for demonstration. 
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tools, is displayed in the open and 
those items are behind glass. 
Light walls and ceiling and sev- 
eral side windows give plenty of 
light. Show windows are only half 
enclosed and allow plenty of nat- 
ural light to enter from the front 
of the store. The color scheme of 
light green and tan aids in mak- 
ing the store light and cheerful at 
all times. 

Linoleum is an important item 
in the store and the entire first 
floor is practically a working dem- 
onstration of the varied colors. 
patterns and designs carried by 
the firm. The store is equipped to 
provide and install all of the deco- 
rative symbols and patterns shown 
upon its floors. Mr. Granger says, 
“There is nothing in our linoleum 
display, in the way of patterns 
and colors, that we cannot supply 
to our customers.” The design in 
the front of the store is used large- 
ly for its decorative value but the 
floor coverings toward the rear 
represent a serious bid for sales 
of unusual patterns, solid colors 
and ornamental designs. 

On the floor in front of the 
compact but varied paint stock 
display are 12 linoleum insets in 
different solid colors so that a 
customer may be aided in choos- 
ing a solid color floor covering 
that will either match the paint 
selected or present a good contrast 
to it. Special racks or bins in the 
rear of the store hold a variety of 
full rolls of linoleum ready for 
easy handling. The racks or bins. 
which permit stocking the lino- 
leum on end, are arranged around 
a partition and lead the customer 
into the sporting: goods depart- 
ment. This department, a section 
of which is shown, has on its floor 
a number of removable insets of 
some of the most popular linoleum 
patterns offered. Leading one’s 
eye right to the corner of the 
sporting goods display is a com- 
pass set in the floor, with each 
point accurately placed. State Col- 
lege has four streets named for 
each of the main points of the 
compass. As these streets do not 
run true north, south, east and 
west, lines in the compass design 
indicate the true directions while 
other lines indicate the direction 
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of the four streets. Aside from its 
interest value the design suggests 
a good pattern for a game room 
or “whoopee” or recreation base- 
ment. The store employs a full- 
time linoleum layer and helper. 
A feature of the basement dis- 
play room is the model kitchen 
next to which is a model bath- 
room. With the exception of win- 
dow curtains, used entirely to cre- 
ate the proper atmosphere, ll 
merchandise displayed in these 
two model rooms is on sale in the 
store. The “U-shaped kitchen” has 
a retail value of over $600, ex- 
cluding the curtains and table ap- 


pliances. Last June the kitchen 
was used for a three-day demon- 
stration with emphasis on electric 
ranges and electric roasters. 

Mr. Granger, in commenting on 
this event, says: “Our demonstra- 
tions resulted in four sales of 
roasters and three direct sales of 
ranges. We have the services of 
a utility company home economist 
for advising prospects and cus- 
tomers on kitchen remodeling 
projects. Our demonstrations 
brought us two good prospects 
for complete model kitchen instal- 
lations. One of these also showed 
interest in an electric dish washer, 











By ROBERT PILGRIM 

























‘E BY THE 
NEGROES OF THE GULF STATES 
WHO RAISE TUNG 
TREES— THEY RUB 





MALAY PEODLER BOYS CARRY AS MANY BASKETS ON THEIR e 
BACKS AS THE AVERAGE WAROWARE STORE STOCKS! 
THE F Leap OF SEVERAL HUNORED BASKETS ALMOST OBSCURES 
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in addition to the merchandise 
shown in the kitchen and the other 
wanted an extra serving table and 
more floor coverings. We employ 
three outside salesmen on appli- 
ances and although we do sell 
these lines on a time payment ba- 
sis, when requested, we turn the 
financing over to a_ nationally 
known financing company.” A 
former utility service man takes 
care of appliance repairs for the 
store and goes outside to close 
sales. 

“With the exception of electric 
ranges,” says Mr. Granger, “we 
will put all appliances on demon- 
stration in the home. We allow 
prospects to use appliances in their 
homes for several days. So far 
60 per cent of our home demon- 
strations have resulted in sales.” 
The store usually has at least seven 
models of electric refrigerators, 
one electric hot water heater and 
about nine different types of elec- 
tric ranges on display. Two differ- 
ent types of washing machines are 
displayed. Appliances are sold 
from stock and to date the 6-cubic 
foot refrigerator has been the best 
seller. Window displays, which 
are changed each week, usually in- 
clude some electrical appliances. 
The windows are kept well lighted 
each business day until 11 p. m. 

In addition to the appliance dis- 
plays in the basement, there is a 
varied stock of automobile tires, 
auto accessories, bicycles and bi- 
cycle accessories, garden hose, etc. 
In four months the store sold 2500 
feet of garden hose. There are 
usually a dozen different models of 
bicycles on display, including ma- 
chines for boys and girls and for 
men and women. Although people 
with good credit ratings can buy 
bicycles on time payment plans 
most of the sales are for cash. The 
best selling bicycle is one priced at 
$39.00, complete with accessories. 
Eight machines at $39.00 were 
sold in the first four months of 
business together with eight ma- 
chines at other prices. 

The town of State College, Pa., 
seat of Pennsylvania State College. 
has a permanent population of 
about 5000, which is increased by 
approximately 5600 students and 
college instructors during the col- 
lege year. Considerable business 
(Continued on page 113) 
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FRANK V. COGGINS, 
member of the firm of Cog- 
gins & Owens, Baltimore, Md., 
is 68 years of age and was 
born on August 29, 1870. He 
first became identified with 
the business in 1885 with 
King, O’Connor & Co. and re- 
mained with that firm for 
three years. From 1888 until 
1894 he was with Henry Kei- 
del & Co. and from 1894 to 
1897 with Alfred Ely Co. In 
1897 he became identified 
with Coggins & Owens and is 
still with it. Mr. Coggins’ 
chief interest is church work 
and he is chairman of the 
official board, chairman of the 


finance committee and superintendent of the Sunday 
school of his church. He has been identified with many 
organizations and has been a director of the Y.M.C.A., 
of the Maryland General Hospital and the Asbury Foun- 
dation of the Methodist Episcopal Church. He has also 
been president of the Lord’s Day Alliance and a vice- 
president of the Baltimore School of the Bible and of the 
Pocket Testament League. He is a member of the Masonic 
Fraternity and also a member of the Junior Order of 
United Mechanics. 





Hardware Age 
Kifty Year 
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C. W. CASE, Rochester, 
Mich., hardware dealer, 
started his hardware career 
March 18, 1889, in the hard- 
ware store of his uncle, the 
late H. J. Taylor. Eleven years 
later he and a_ partner 
William Tienken bought the 
business and operated it as a 
partnership, continuing in 
that manner until 1915 when 
Mr. Case became sole pro- 
prietor of the business. Mr. 
Case has always been very 
active in civic affairs. For 
two years he served as presi- 
dent of the Village of Roch- 
ester. For many years he has 
been a most active member of 
the local Chamber of Commerce. He was 4 close friend of 
the late Horatio Sawyer Earle, better known as “Good 
Roads Earle” with whom he worked in the interests of 
good roads. Mr. Case prides himself in the fact that he 
has taken but few vacations and that he has opened his 
store for business at 6:30 a.m., every business day for 
the past 44 years. His hobby is raising fancy poultry and 
birds. In 1911 he was president of the Michigan State 
Poultry Association. He perfected Buff Cochins to the 
point where he won first award and the President’s cup 
for the best male and female, of that species, in the 
show at Madison Square Garden, two years in succes- 
sion. He imported many Cochins from England and has 
sold and shipped Buff Cochins to every country. For 22 
years he was vice-president and building chairman of a 
large golf club without ever playing a game of golf, a 
fact which was widely publicized in the American Maga- 
zine and in newspaper columns. 
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ADVANCES 


Wood screws. Brass valves. Toboggans. 
Lead. Some low-priced skis. 


DECLINES 
Binder twine. Paper wool twine. 
Drop forged turnbuckles. 


Wood Screws — Manufactur- 
ers have put out new discount sheets 
to simplify the pricing of wood 
screws—with a few single discounts 
to cover each major group of fin- 
ishes, and with all standard heads 
priced alike. The new schedule, ef- 
fective Jan. 25, to the retail trade, 
includes bright steel screws (flat 
and other heads) at 65 per cent dis- 
count. Steel screws blued are at 60 
per cent. Plain brass screws (all 
regular heads) are at 77 per cent 
discount from the brass lists. 

* * - 

Poultry Netting—Manufactur- 
ers have put out revised discounts 
on 19 and 20 gage poultry netting- 
lower than those issued last fall but 
advanced over the recently ruling 
market figures. From the standard 
poultry netting lists, the discount 
now effective to retailers is 36 pet 
cent—compared with 21 and 15 per 
cent at the opening of the selling 
season last fall. 

* * * 

Binder Twine—Opening prices 
on domestic sisal binder twine for 
the 1939 season are on a sharply re- 
duced basis—down 114 cents pet 
pound from last season, to a small- 
lot basis to the retailer of $3.3744 
per bale, f.o.b. leading jobbing and 
seaboard points. Makers of paper 
wool twine have generally reduced 
prices. 

- ” * 

Turnbuckles—A recent de- 
cline of 10 per cent is reported on 
drop-forged turnbuckles. 

* * * 

Brass Valves—An advance of 
10 to 12% per cent on brass valves 
became effective on Feb. 10. 
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Sports Supplies-— Sales of 
baseball goods for spring delivery 
have been aided by the fact that 
1939 is baseball’s centennial year. 
Many sales programs are being de- 
veloped around this fact. Jobbers 
are told that there will be a serious 
shortage of long bamboo fish poles 
this year. due to Japan being at 
war. In most quarters, sales of bad- 
minton rackets and supplies are in- 
creasing. Prices are out for skis and 
toboggans, with some lengths in low- 
priced skis quoted about 10 per cent 
higher than during the past season. 
Toboggans have advanced about 5 
per cent. 


Commodity Prices—Moody’s 
index of 15. sensitive commodity 
prices has shown only minor fluctu- 
ations for several months and has 
moved within a rangé of only six 
points since early August. The cur- 
rent level is 9 per cent above that 
in June, 1938. which was the lowest 
price level since January, 1934. The 
strengthening influence of the buy- 
ing done last fall to replenish stocks 
has given way to a stand-still ten- 
dency in most basic materials—none 
are very weak, and almost none de- 
cidedly strong. This reflects the 
common knowledge that buyers are 
adequately supplied, and can rather 
easily be kept so. Business men can- 
not see as far ahead as they would 
like. and even though their expecta- 
tions are fairly optimistic, they are 
taking no unnecessary risks in their 
buying. An advance of 10 cents per 
100 pounds, Jan. 31, on pig lead, 
canceled a corresponding decline 
one week earlier. 


Vacuum Cleaners—Sales of 
electric vacuum cleaners by mem- 
bers of the Manufacturers’ Associa- 
tion in December totaled 126,153 
units, an increase of 7 per cent over 
the like month of 1937. Sales for 
the fourth quarter of 1938 were 
365,464 as compared with 367,900 
in the corresponding quarter of 
1937. For the year, sales totaled 
1,305,873 units, a decrease of 23 per 
cent from 1937. 

* * * 

Paint Sales—Final 1938 fig- 
ures have just been put out by the 
U. S. Department of Commerce, on 
sales of paint, varnish, lacquers and 
fillers. 579 companies who reported 
made sales totaling $333,209,235 in 
1938, against $402,126,113 during 
1937. In December, sales of these 
companies were $20,514,537, com- 
pared with $18,621,322 in Decem- 
ber, 1937. 

* * * 

Radio Sets—Makers of radios 
report much success in their efforts 
to counteract seasonal trends in this 
industry. R.C.A. Mfg. Co. plant op- 
erations have been maintained at a 
good rate since the first of the year, 
with higher than usual work sched- 
ules for this period. The company’s 
radio receiving set division is hav- 
ing its busiest January in several 
years, with a_ less-than-usual sea- 
sonal reaction from the fall peak. 

*% * % 

Lawn Mowers, Etc. — The 
early demand has been largely stim- 
ulated by the general absence of 
dealer carry-over stocks. Shipments 
of garden hose. sprinklers and hose 
accessories have started into the 
South, and the early demand from 
all sections is better than last sea- 
son. The same comment may be 
made as to early sales of garden 
plows and hand garden tools. 


* *% *% 
Household Washers — Instal- 
lation of household laundering 


equipment in 1938 was the fourth 
highest in the industry’s history. It 
was the industry’s sixth successive 
1.000,000-or-more washer year, ac- 
cording to announcement here by 
J. R. Bohnen, Chicago, IIl., execu- 
tive secretary-treasurer, American 
Washer & Troner Manufacturers’ As- 
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sociation. Household washer ship- 
ments by the industry in December 
showed the second successive month- 
ly increase over the corresponding 
period of 1937, totaling 67,502 com- 
pared to 55,843 in December. 1937. 
an advance of 21 per cent. Novem- 
ber shipments were 84,192 compared 
to 75,420, a gain of 12 per cent. 


December ironer total was 9210. 
compared to 9180 a year ago. The 
year’s total of home laundering ap- 
pliance shipments was 1,248,154 
units. 1.137.614 washers. decrease of 
31 per cent from 1937, and 110,540 
ironers. decrease of 38 per cent. 
Down trends in laundering appli- 
ance sales ended in October and a 





1178 Independent Hardware Dealers Sales 
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Change Sales Reported 
From Dollars 
1937 1938 1937 
-10.4 2,679,706 2,991,679 
6.9 
10.1 
10.9 1 
—12.0 12,118,476 
—11.1 343,330 
13.9 1,837,205 
-11.7 9,937,941 
-11.5 »849 
- 9.6 5,012 
—13.5 530,199 
12.6 23,139 
—13.1 4,904,642 
8.9 5,161,857 
7.4 12,324,518 
6.5 3,521,237 3,765,038 
18.0 1,877,508 2,288,517 
— 3.7 1,583,262 1,643,35$ 
se 3,698,514 3,757,145 
-13.0 1,270,045 1,459,621 
- 6.0 235,941 251,029 
- 3.6 138,011 143,100 
9.8 1,8: 5,356,997 
7.6 1,44: 1,561,946 
— 6.7 1,12 1,205,662 
—11.4 483, 945,789 
— 6.2 560,088 597,017 
—14.5 792,918 926,864 
-18,2 216,301 264,408 
—13.1 2,033,250 2,339,474 
—10.6 862,747 965,498 
—10.8 $42,584 195,980 
—1771 727,919 $77,996 
— 7.3 9,122,497 9,844,666 
+ 3.7 1,329,800 
—11.7 161,798 
- 8.5 3,718,503 
9.4 3,912,396 
-14.3 6,632,605 
—15.6 787,273 
—11.8 1,305,719 
-23.3 1,422,670 
— 2.8 1,654,044 
-20.8 785,740 
8.4 380,123 
—12.2 18,619,026 
—12.2 15,296,938 
-14.1 1,38 
11.3 i, 
-10.9 94,616,375 106,219,554 
- 5.4 623,958 
25.0 2,472,708 
+ 0.4 2,028,704 
— 4.3 703.390 
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total close to 2.000.000 units is pre- 
dicted for this year. Washers re- 
tailing at $70 or more were 36 per 
cent of the total, compared to 42 
per cent in 1937. Washers in the 
price bracket of $50 or more were 
78 per cent of the industry volume 
in 1938. compared to 81 per cent in 
1937. 
* %* * 

In the Steel Industry—Out- 
put of steel last week was estimated 
at 54.8 per cent of capacity—a week 
previous at 53.4 per cent. Present 
production is sharply ahead of the 
year-ago rate, which was only 31] 
per cent of available capacity. Dur 
ing January, total ingot output 
gained one per cent over December, 
and was nearly 85 per cent higher 
than the depressed rate of output 
for January a year ago. The Iron 
{ge reports that incoming orders 
for the most part are in small vol- 
ume, excepting rail tonnages, which 
are growing. and which now have 
reached almost the total that was 
rolled last year. Gains, where there 
are any, are small, yet the general 
trend of steel business probably will 
continue moderately upward during 
February and March. There is un- 
expected betterment in all ordering 
by the railroads, but automobile 
manufacturers still are buying on a 
hand-to-mouth basis. 

%* * 

Bitilding Industry—-The year 
1939 has started on an optimistic 
note in the building industry, re- 
ports Dun & Bradstreet, Inc.. New 
York City. Permits filed during 
January for new residential and 
non-residential construction, includ- 
ing alterations and repairs. in 215 
cities of the United States, were 
valued at $94.720.019, representing 
a contra-seasonal gain of 5.7 per 
cent from the December total of 
$89.582,203. With the exception of 
January a year ago, this was the 
highest January figure since 1931. 
Permit valuations last month showed 
a drop of 35.5 per cent from Janu- 
ary. 1938, when they amounted to 
$146.866.125. 

* * * 

Export Figures—A number of 
hardware items have been cited by 
the Commerce Department’s Bureau 
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of Foreign and Domestic Commerce 
its announce- 
ment that, although heavy industrial 
goods and agricultural commodities 


in substantiation of 





and wheelbarrows, added materially 
to the value of the trade. In addi- 
tion to the exports of ice and roller 


accounted for the bulk of the 
$3,299,000,000 export trade of this 
country during 1938, foreign sales 


of small items, including ice skates (Continued on page 100) 
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States by Regions Firms From From Thousands of Dollars From Dec., 1937 From Nov. 1938 
Report- Dec. Nov. Dec. Dec. Nov. In- De- Lessthan In- De-  Lessthan 
ing 1937 1938 1938 1937 1938 crease crease 1% change crease crease 1% change 
New England 24 — 14 +41.2 230.6 233.8 163.3 12 10 2 18 5 1 
Connecticut 6 + 3.2 + 6.0 15.9 15.4 15.0 a 2 ] 4 2 0 
Maine 5 — 2.5 — 89 15.4 15.8 16.9 3 2 0 3 2 0 
Massachusetts 9 — 28 +57.4 170.8 175.8 108.5 3 5 l 7 1 1 
Middle Atlantic 208 — 2.0 +16.9 929.2 948.4 794.9 85 112 1] 130 76 2 
New Jersey 7 + 5.5 +53.4 51.7 49.0 33.7 3 2 2 a 2 0 
New York 27 + 5.5 +149 128.0 121.3 111.4 15 10 2 18 9 0 
Pennsylvania 174 — 3.7 +15.3 749.5 778.1 649.8 67 100 7 107 65 2 
East North Central. . 503 + 0.7 +19.0 2,703.1 2,685.2 2,272.0 233 251 19 326 §=169 8 
Illinois 134 + 14 +10.6 612.9 604.3 554.1 69 59 6 81 51 r 
Indiana 66 + 68 +-25.2 365.2 341.9 291.8 41 24 1 46 19 1 
Michigan 16 — 05 + 94 42.9 43.1 39.2 t 9 0 10 5 1 
Ohio 167 — 09 +21.0 1,032.8 1,042.7 853.7 76 85 6 115 48 4 
Wisconsin 120 - 0.6 121.8 649.3 653.2 533.2 40 74 6 74 46 0 
West North Central 326 + 7.1 +18.1 924.3 862.7 782.9 170 144 12 210 104 12 
lowa 72 +21.3 +23.4 298.5 246.1 241.9 51 19 2 47 21 4 
Kansas 79 -10.0 +17.4 138.2 153.6 117.7 27 51 1 52 26 ] 
Minnesota 22 1.3 +-17.4 115.1 113.6 98.0 7 13 2 12 9 l 
Missouri 78 +11.1 +11.7 223.6 201.2 200.2 51 23 4 47 27 4 
Nebraska 61 + 0.5 +19.0 123.4 122.8 103.7 27 32 2 42 17 2 
North Dakota 10 — 7.2 +-12.2 19.3 20.8 A722 4 5 ] 6 4 0 
South Dakota 4 +-34.8 +47.6 6.2 1.6 4.2 3 1 0 4 0 0 
South Atlantic 81 + 1.0 + 4,1 461.6 457.0 443.6 45 33 3 56 20 5 
Florida 27 - 0.4 + 5.7 182.3 183.1 172.5 17 9 ] 20 5 2 
Georgia 25 +-12.6 + 7.7 109.7 97.4 101.9 15 9 ] 21 4 0 
North Carolina 6 — 6.6 + 3.2 38.5 41.2 37.3 3 3 0 3 1 2 
South Carolina 10 + 7.1 + 3.8 62.2 58.1 59.9 6 3 1 5 5 0 
Virginia 7 -10.4 — 0.7 56.0 62.5 56.4 3 4 0 4 2 1 
East South Central 39 + 19 +18.9 254.2 249.4 213.8 29 10 0 29 10 0 
Alabama 23 + 7.5 +14.4 140.7 130.9 123.0 16 7 0 16 7 0 
Kentucky 9 + 5.2 +35.2 60.3 57.3 44.6 8 1 0 8 1 0 
Tennessee 7 —13. +15.2 53.2 61.2 46.2 5 2 0 5 2 0 
West South Central 133 + 7.0 +22.5 1,028.8 961.9 839.6 74 52 7 84 46 3 
Arkansas 25 +-10.7 + 8.1 125.3 113.2 115.9 16 9 0 15 10 0 
Oklahoma 39 + 8.5 +42.7 525.3 484.1 368.2 25 11 3 29 10 0 
Texas 69 + 3.7 + 64 378.2 364.6 355.5 33 32 4 40 26 3 
Mountain 110 2.6 +23.5 621.2 637.8 503.0 38 65 7 74 33 3 
Arizona 13 — 29 + 9.6 79.8 82.2 72.8 4 9 0 6 6 l 
Colorado 30 — 8.7 +12.3 120.2 131.7 107.0 9 20 l 16 13 ] 
Idaho 24 — 8.2 +29.2 116.3 126.7 90.0 6 16 2 18 6 0 
Montana 24 +15.1 +32.5 176.9 153.7 133.5 14 9 l 18 5 1 
New Mexico 9 —15.0 +15.8 76.2 89.6 65.8 2 z 0 6 3 0 
Utah 4 —12 +4120.0 16.5 16.7 7.5 ] 2 l 4 0 0 
Wyoming 6 — 5.1 +33.7 35.3 37.2 26.4 2 2 2 6 0 0 
Pacific 42] + 0.3 +22.0 2,272.1 2,266.1 1,8624 170 227 24 324 79 18 
California 34 + 0.5 +228 1,804.6 1,795.9 1,469.6 142 186 17 264 65 16 
Oregon 29 — 0.9 +-44.5 159.8 161.3 110.6 1] 14 4 28 1 0 
Washington 47 — 0.4 + 9.0 307.7 308.9 282.2 17 27 S 32 13 2 
TOTAL 1,845 + 13 +19.7 9,425.1 9,302.3 7,875.5 856 904 85 1,251 542 52 
Total adjusted for the 
number of working 
days 
Per cent 100.0 46.4 49.0 4.6 67.8 29.4 28 
Chicago 19 + 5.0 +19.7 66.8 63.6 55.8 9 10 0 ll 8 0 
Los Angeles 46 -+-15.2 +10.5 297.2 257.9 268.9 20 23 3 35 8 3 
St. Louis 17 + 8.2 +23.8 36.9 34.1 29.8 11 5 1 8 8 l 
San Francisco 40 + 6.5 +-52.1 224.1 210.5 147.3 23 14 3 33 7 0 
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SETH MARSHALL 


president of Marshall-Wells 
Co., who delivered the open- 
ing and closing addresse3 
to the Associate Congress. 


HE competitive selling eff- 

ciency of mass displays of 

merchandise in windows and 
store interiors and the need of more 
sales training for sales ‘personnel 
were dominagt themes discussed at 
the eleventh annual Associates Con- 
gress sponsored by Marshall-Wells 
Co., Duluth, Minn., Jan. 30 to Feb. 1. 
1939, at the company’s warehouse. 
More than 400 dealers from Mon- 
tana, Minnesota, Wisconsin, North 
Dakota, South Dakota, Michigan. 
etc., attended. Sales Manager Geo. 
S. McQuade was general chairman 
of all sessions and contributed to 
each day’s sessions a practical mer- 
chandising talk pertinent to the 
Associates’ sales and advertising 
program. 

The opening and closing addresses 
were made by President Seth Mar- 
shall, who keynoted the Congress 
theme emphasizing the importance 
of mass window and interior dis- 
plays; the training of sales person- 
nel: plans for providing extra 
compensation based on sales _per- 
formances. He urged dealers to be- 
come more sales minded and less 
buying minded: urged use of the 
company’s basic stock control plan 
for regulating inventory investment 


and improving turnover and ex- 
plained how Marshall-Wells buyers 
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Mass Displays and Sales T, runing 
Stressed at Duluth / Vectings 


The eleventh ‘annual 
Associates’ Co ngPess 
sponsored by Marshall- 
Wells Co., held Jan. 30 
to Feb. 1, 1939, with 
more than 400 dealers 


in attendance 


shop the market every 30 days in 
order to keep Associates competitive 
at a profit. He stated that chain 
store distribution in groceries 
amounted to 38 per cent of the na- 
tional total but that in hardware 
sales chains only sold 5 per cent of 
the gross. He predicted an active 
building year and general improve- 
ment because he felt that conditions 
in this country are continuing to be 
better than conditions elsewhere. 
In this connection he said, in part: 

“Even though we may not be sat- 
isfied, we have much for which to 
be thankful. for world conditions are 
worse than ours. The situation in 
Europe and the conditions in Asia 
are enough to make any thoughtful 
man pause and wonder. Under such 
conditions everything should be done 
to make our nation sound financially 
and strong physically. Private initi- 
ative, private expenditures must be 
encouraged. There is no other way 
out. Business men have a tremen- 
dous responsibility, not only in their 
attitude toward their private affairs, 
but in their interest in public affairs 
as well. Business in 1939 ought to 
be better—most economists are op- 
timistic—Babson very much so, and 
I notice the Brookmire Corporation 
states business in ’39 should be at a 
level that will approximate and per- 
haps exceed the fairly good year of 
1937. 

“We are going after business—we 
propose to have adequate stocks of 
staple merchandise. We are not 
afraid of the market. We have a 
clean inventory and are buying fresh 
merchandise daily. Our buyers have 





GEO. S. McQUADE 
sales manager, Marshall-Wells 
Co., was general chairman 
and presented a merchandising 
talk each of the three days. 


been scouring the markets for the 
last two months. Our orders for 
merchandise not yet shipped are 57 
per cent greater than they were a 
year ago and our actual receipts of 
new merchandise for this month is 
24 per cent greater. Our January 
sales are running ahead of a year 
ago. Our February sales are budg- 
eted for an increase.” 

“We believe this is a mighty good 
time to go after new business, and 
our advice to you is to do the same. 
If we 4re going to do this job right. 
we must absolutely know what the 
consumer wants in the hardware 
line. We must have the actual facts 

not guesses or hopes. That means 
right merchandise’ selection, as well 
as right buying. We must know the 
price that they are willing to pay 
for this merchandise. That means 
right pricing. We must know the 
services they are willing to pay for 

and if they are willing to pay for 
these services, we must give it 
to them, because if we do not. they 
will go elsewhere. 

“We are selling washers for one- 
third of the price we sold them for 
in 1928 and 1929. We are selling 
radios for 25 per cent of the price 
we sold them for in this same_pe- 
riod. Check the prices on house 
furnishings. Think of the values we 





63 























The Montana delegation at the Associate Congress contributed colorful cowboy costumes and appro- 


priate “yip-e-e’s” and other cowboy yells. 


Left to right, top row: Paul 


Henry, Du Pont Co., Bismarck, 


N. D.; Charlie McLaughlin, M-W Stores, Plentywood, Mont.; Ormond Paus, Paus-Strom Furniture and 
Hardware Co., Scobey, Mont.; A. G. Strom, M-W Stores, Glasgow, Mont.; Carl Johnson, Johnson Hard- 
ware, Sydney, Mont.; Charlie Pillsbury, Pillsbury Hardware, Devils Lake, N. D.; Gil Johnson, M-W 
Stores, Williston, N. D. Bottom row: Thure Westburg, Froid Mercantile Co., Froid, Mont.; Leo Stennes, 
Stennes Hardware Co., Wolfpoint, Mont.; “Doc” McDaniels, Brujord Hardware & Furniture Co., Fair- 
view, Mont.; Arvild Christenson, Small-Johnson Hardware Co., Williston, N. D.; Charles J. Heale, editor, 
Harpware Ace; George Johnson, Johnson Hardware Co., Sydney, Mont.; R. D. Small, Small-Johnson 
Hardware Co., Williston, N. D.; Iver Brujord, Brujord Hardware & Furniture Co., Fairview, Mont. 


are offering today compared with 
10 years ago. The same thing ap- 
plies in tools, paint, etc., line after 
line. 

“If you are going to have the right 
merchandise within the right price 
range, wholesaler and retailer must 
work closely hand in hand. If we 
want to buy together, we must sell 
together. We must know what the 
consumer wants and we must give 
it to him. It is a joint job and you 
cannot dodge that fact. The thing 
to do now is to make use of every 
part of your planned merchandising 
program. Use it to satisfy and build 
customers. Go after the people who 
are not coming into your store. You 
will make money if you cater to the 
mass of consumers rather than spend 
your time becoming a specialist. 

“Your job is to build customers. 
Don’t worry about how much the 
customer has to spend. You can’t 
help that. If he is going to look to 
you for his requirements, when con- 
ditions improve and he has more 
money, he will spend it in your store. 
You should be consistent and tell 
your story all the time. You and 
your salesmen must tell it. You 
must advertise. You must back up 
your advertising with merchandise 
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mass displays. Back up your ad- 
vertising in your windows. Keep 
them clean. 

“If you want to be a volume dis- 
tributor, everything has to be geared 
up in your store to meet consumer 
demands. You cannot buy the goods 
you want to buy, you have to buy 
the goods your customers want. You 
cannot give the kind of service you 
would like to give. You must give 
the service your customers demand. 
You cannot price your goods as you 
would like to price them. You have 
to price them as the consumer wishes 
to pay for them. Check the big 
business successes and you will find 
at the bottom of their success a per- 
formance of service right down the 
alley of the average Mr. and Mrs. 
Consumer. 

“Today the rules of right mer- 
chandising are just as plain as the 
rules of mathematics. You cannot 
possibly solve a complicated prob- 
lem in mathematics by addition 
alone. You must use multiplication, 
subtraction, equations, when neces- 
sary. Just so in modern merchan- 
dising. Each essential factor must 
be correctly applied. Forget condi- 
tions and centralize all your efforts 
on building customers. Use the ad- 


vantage you now have but remem- 
ber, always, you must do your part 
of the job—you and your sales force 

and make sure your sales force 
understands their part of the job. 
Above all else, when they produce, 
pay them adequately for it.” 

Mr. McQuade then talked on “Re- 
tail Selling,” basing his recom- 
mendations on many hundreds of 
personal calls he had made on hard- 
ware stores. He stressed further the 
need of mass displays and _illus- 
trated his argument with sample 
mass displays in several lines. He 
urged dealers to realize that they 
needed a better trained store per- 
sonnel, point of sale advertising, 
advertising in the stores, advertising 
in the windows and advertising that 
went into the home and said that 
all of this promotion and selling 
must dovetail if ultimate satisfactory 
results are expected. He particularly 
emphasized the importance of com- 
pensation based on sales so that 
store personnel would have the 
bonus incentive to create new busi- 
ness and would willingly work over- 
time to get extra sales for the store. 
He told how his company had de- 
veloped mass display ideas and 

(Continued on page 116) 
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MARSHALL-WELLS BUYERS AND INVITED GUESTS WHO ADDRESSED 
ASSOCIATE CONGRESS ON THEIR RESPECTIVE LINES AND PRODUCTS 


1—Gil A. Johnson, salesman who led Montana cowboys shown on opposite page. 2—Standing: C. L. Woodward, 
floor coverings buyer; Fred E. Brooks, office manager; Ira Watson, associate division. Seated: C. A. Boiteau, 
Bird & Son, and F. X. Sell, Coleman Lamp & Stove Co. 3—Walter Rector, The American Fork & Hoe Co. 
4—A. E. Johnson, tool buyer. 5—Theo. Maples and B. B. Turner, Globe-American Corp. 6—Harry H. Meyer, 
Shawano, Wis., who urged continuation of the clerks’ school program. 7—Gordon Volkenant, major appliance 
division, and Mel Twiss, Zenith Washer Co. 8—Walter Clark, Western Paint & Varnish Co. 9—W. G. Butcher, 
builders’ hardware buyer, and Frank G. Brooks, sporting goods buyer. 10—Fred Tinseth, sales department, and 
A. Pederson, associate division. 11—A. C. Phelps, associate division. 12—Geo. W. Ayre, King Oil Co.; Roy 
A. Sorenson, auto accessories buyer, and H. A. Granquist, cutlery and toys buyer. 13—A. Weyh, housewares buyer. 
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Officers and directors, left to right: S. M. Wylie, director, Elizabeth, Pa.; Wm. M. Stout, general 
manager, Chas. W. Scarborough, president, Pittsburgh, Pa.; J. E. McGeary, director, Leechburg, Pa.; 


J. M. Scott, secretary, Carnegie, Pa.; E. A. Hastings, treasurer; J. A. Ditz, director, Clarion, Pa.; 
H. M. Kirk, Sr., director, New Castle, Pa.; F. B. Post, vice-president, Washington. 


American Hardware Supply Co. 
Handled More Goods in 1938 


ESPITE a slight decrease in 

the volume of dollar sales 

during 1938, William M. 
Stout. general manager, the Amer- 
ican Hardware Supply Co., dealer- 
owned wholesale hardware firm of 
Pittsburgh. Pa., in his outline of 
operations and profits of the com- 
pany at its annual convention and 
exhibition. Jan. 30 and 31, reported 
that the company handled 15 per 
cent more tonnage or the equivalent 
of 81 carloads over 1937 at the same 
office and warehouse expense. 

Merchandise sales for the year 
ending Dec. 31, 1938, were $1,145.- 
247.52 as compared with the 1937 
volume of $1.170,312.24. Stockhold- 
ers earned $46,000 on their invest- 
ment during 1938. The decrease in 
volume was attributed to lower 
prices, cut prices and a_sharpet 
competitive market during 1938. 

More than 350 registered during 
meetings which were held at the 
company’s headquarters, 41-43 
Terminal Way. Pittsburgh. This 
number included members of | the 
organization, their sales clerks and 
manufacturers representatives who 
were stationed at the many attrac- 
tive exhibits. This year, also saw 
the company’s membership increased 
by 17 dealers. 

Charles W. Scarborough, Sear 
borough & Klauss Co., Pittsburgh. 
and president of the American Hard- 
ware Supply Co. welcomed the 
assembled dealers who had come 
from points in’ Pennsylsania, New 


York, Ohio. Delaware, Maryland. 
and West Virginia. He outlined the 
benefits the organization had to offer 
its dealers and told of the modern- 
ized and reorganized warehouse fa- 
cilities instituted during the past 
year. Mr. Stout urged the dealers 
to take advantage of the “open 
house” and observe and study the 
company’s operations and plant dur- 
ing the convention. He pointed out 
that although the volume of mer- 
chandise had increased, the ware- 
house and office expense was the 
same as in 1937 and although per- 
sonnel had been decreased in some 
instances salaries had been in- 
creased. Mr. Stout, also outlined 
the program upon which the organ- 
ization would embark during 1939. 


Package Lines 


Mr. Stout introduced as first of 
the program speakers a representa- 
tive of the Youngstown Pressed 
Steel Division. Mullins Mfg. Corp.. 
Warren, Ohio, who told about his 
company’s package line of accessory 
kitchen units. He urged ensemble 
merchandising stating that in place 
of a stove, dealers sell a cooking 
and serving center. composed of 
stove and cabinets: in place of re- 
frigerator., a preparation and storage 
center, and in place of a kitchen, 
a dishwashing and cleaning center. 
This method of selling would in- 
crease business and profits. These 
units come ready for installation, 
are a package sale but should be 


displayed in a complete kitchen in- 
terior layout. This would also over- 
come the difficulty smaller dealers 
meet with in attempting kitchen 
planning selling. 

\ representative of the Ontario 
Knife Co., Franklinville, N. Y., ex- 
plained away some fallacies of cut- 
lery merchandising. He said that 
despite the belief that cutlery is a 
seasonal item, any type of knife is 
needed ail the time. The housewife 
makes replacements when she needs 
knives, not when they are in season. 
Cutlery sets should be promoted as 
all-year gifts not just as wedding. 
holiday or special event gifts. 

Mr. Stout then read some ques- 
tions which had been submitted to 
him and they were answered from 
the floor. In answering a question 
regarding the use of “bait items.” 
Mr. Stout remarked that the retail- 
er must study competitive merchan- 
dise and must use a “bait item” 
(take short profit) to sell other 
items. All dealers should use these 
build-up sales, and all need to use 
more salesmenship. He also said 
dealers want chain store advantages 
but are not chain store minded and 
would not use a check list if one 
were provided. 

Monday evening. H. F. Barnes. 
sales promotion manager for G-F 
Mazda lamps, was guest speaker. 
He reviewed the principles of sell- 
ing. stating that five decisions were 
made by consumers before buying: 
the need, the thing. the source, the 

(Continued on page 108) 
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A. P. SHARP 
Reelected President 


HE large exhibit and the 

interesting program for the 

41st annual convention of the 
Texas Hardware and Implement 
Association at the Sam Houston 
Coliseum, Houston, Tex., Jan. 24- 
26, provided the background for one 
of the most inferesting conferences 
that organization has held to date. 
The dealers gathered there were 
unanimously opposed to the adop 
tion of a wage-hour law for Texas 
and in a formal resolution ex- 
pressed themselves in part as 
follows: 

“If we and all other retailers of 
Texas, especially in small towns. o1 
those operating neighborhood stores 
in large cities. were restricted to 
eight hour days and 40 to 44 hours 
per week they could not adequately 
serve their varying clientele many 
of whom make their purchases be- 
fore or after their regular work 
hours. 

“If we and other independent re 
tailers would be obliged to pay over- 
time rates for all hours worked in 
excess of 8 hours per day and 40 to 
14 hours per week, the cost of such 
payment of overtime would result 
in wiping out the small net profit 
those dealers can now make out of 
their operations. 

“The facts herein stated are 
proven sound by the conclusions of 
the Congress of the United States 
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ns Oppose 


when it exempted all retailers from 
the requirements of the Federal 
Wage and Hour Law. 

“We earnestly urge the members 
of the legislative body to refrain 
from enacting any type of wage and 
hour regulations because such legis- 
lation would cripple if not kill the 
independent retailer or put an addi 
tional cost of living on customers 
lo pay for unnecessary and un 
wanted additional costs of serving 
consumers in the ways and during 
the hours they want to be served.” 

\. P. Sharp. Troup. was reelected 
president and C. L. Caldwell, Sey 
mour, vice-president. Directors of 
the association are: N. R. Carter. 
Sherrod Bros.. Slayton; C. T. Buie. 
Buie Hardware & Furniture Co.. 
Itasca; H. P. Horlsey, Weston 
Hdwe. Co., Dallas: J. D. House, Jr.. 
House Hdwe. Co.. Paris; J. D. 
Martin, Jr.. Parker-Astin Hdwe. 
Co., Bryan: George P. Prewitt, Ira 
\. Prewitt Hdwe. Co., Taylor: 
Herman Taylor. T. A. Taylor Hdwe. 
Co.. Lufkin; T. P. Tucker, Burrows 
Hdwe. Co.. Beeville. and Lee Wat 
son, Weakley-Watson-Miller Hdwe. 
L~@., Brownwood. 

“Where to Now?” was the con- 
vention theme and the talks and 
features of the program carried this 
idea out. The Tuesday morning ses- 
sion was opened by Rev. Richard 
Irvin, of Daingerfield, the new 
honorary chaplain of the associa- 
tion. Rev. Irvin is the son of one of 
the long time members of the asso- 
ciation. 

President’s Address 

President Sharp gave an interest 
ing address based upon a question 
naire which he sent to the member 
ship. prior to the convention. He told 
of his findings in the returned 
questionnaires and talked to the 
dealers about “Doing Business” in- 
stead of just “Keeping Track of 
Business.” 

He was followed by A. D. Van- 
Dervoort. Lansing, Mich.. a member 
of the board of governors of the Na- 





State 


Wage-Hour Laws 





DAN W. SCOATES 
Secretary-Treasurer 


tional Retail Hardware Association. 
He presented the plan for National 
Hardware Week. and requested co- 
operation from all dealers present. 

Luther Stein, vice-president of 
Belknap Hardware Co.. Louisville. 
Ky., discussed the business outlook 
of the future and urged dealers to 
lake advantage of such opportuni- 
ties as National Hardware Week to 
stimulate their businesses. 

Tuesday morning the dealers 
heard Ernest J. Trigg, president of 
the Paint. Varnish, and Lacquer 
Associatién of Washington, D.C. 
who told of the trends in the paint 
industry and about the new develop- 
ments in paint stvling. 

The Wednesday morning session 
was largely devoted to a discussion 
of Legislation and activities in na 
tional and state affairs. R. R. Witt 
representing the Texas Wholesale 
Hardware Association, secretary 
and manager of the Builders’ Sup- 
ply Co., San Antonio, spoke on the 
problems of distribution and the 
possibilities in the future of closer 
cooperation between retailers and 
wholesalers. 

The Fair Trade Act was presented 
by Dan Northrup, president of the 
Henry G. Thompson Co... New 
Haven, Conn. 

The possibility of the enactment 
of state wage-hour laws in Texas 


(Continued on page 108) 








































































ELA. salesmanship. meth- 

ods of successfully meeting 

competition and an outline 
of the group’s 1939 merchandising 
plans were the chief subjects of the 
12th annual merchandising school 
and sales show of the Wisco Hard- 
ware Co., Madison, Wis., dealer- 
owned wholesale house. The three- 
day meeting—Jan. 30-Feb. 1—was 
held at the Loraine Hotel, Madison, 
excepting, two morning sessions in 
the Madison Theater. The total 
registration, including dealer-mem- 
bers, dealer-guests and manufactur- 
ers, was 412. 

The opening feature of the con- 
vention, a motion picture and lecture 
given by Gus Anderson, pictured life 
near the German border at the time 
of the recent Czecho-German crisis 
as well as scenes in war-torn Spain. 
Mr. Anderson stated that the needs 
of Germany’s huge population neces- 
sitated the recent annexation of 
Austria and of a former part of 
Czecho-Slovakia’s territory. 

J. A. Fitschen, Madison, Wis., 
secretary and general manager, 
Wisco Hardware Co., welcomed 
members and guests at a supper 
meeting held Monday night and 
briefly outlined the company’s mer- 
chandising plans for the year, in- 
cluding celebration of the organiza- 
tion’s 15th year of operation. He 
called attention to the company’s 
plan book outlining for all dealer- 
members, the things to do and the 
kinds of merchandise to feature 
during the different months of the 
year. He urged dealers to feature 
the anniversary, in their displays 
and advertising, throughout the en- 
tire year. Two major problems— 
unemployment and competition— 
face the hardware trade, he said. 
The hardware dealer’s competition 
plans in advance and follows these 
plans, he emphasized. Chain stores 
and mail order stores, which are 
here to stay, are doing all they can 
to create public sentiment against 
the proposed Patman anti-chain 
store bill, he warned. Organized 
plans are, he declared, the real 
secret of the success of these com- 
petitors. He said that it is the in- 
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Wisco Dealers §' tudy 
1939 Merchandising Plan 


dependent dealer’s job to liquidate 
the depression by helping create 
more jobs by creating demand for 
and selling more merchandise. 
Merchandising is convincing the 
consumer that you have a sufficient 
stock of merchandise he wants at 
the price he wants to pay. H. A. 
Lewis, Stevens Point, Wis., execu- 
tive secretary, Wisconsin Retail 
Hardware Association, told the deal- 
ers. As a trade hardware dealers 
are too conservative and do not 





J. A. FITSCHEN 


Secretary and 
General Manager 


dramatize their merchandise enough, 
he said. Hardware dealers are com- 
peting with anything a consumer 
can buy and must therefore arrest 
the attention of women passing their 
stores by stepping up window dis- 
plays and using stage setting. Stage 
setting must be used in the store, 
too. Mass displays of popular priced 
merchandise are necessary to create 
the impression that the hardware 
dealer gives good values. Hard- 
ware stores must, he held, have both 
long profit merchandise and lines 
on which they do not make much 
profit. 

Speaking on “Intimate Selling,” 
Frank F. Whittam, general sales 
manager, John E. Lucas & Co., Inc., 
Philadelphia, Pa., paint manufac- 
turers said the greatest asset any 
business concern has is its custom- 








ROY BEAT 
Reelected President 


ers. Selling is more intensive to- 
day than ever before and it is the 
dealer who sells customers some- 
thing they did not go into his store 
to buy who is doing a good job of 
selling. 

The easiest way to to sell appli- 
ances is the most profitable way 
Nathan Boruszak, district manager, 
electric division, A. J. Lindemann & 
Hoverson Co., Milwaukee, Wis., 
said. Don’t get the idea that your 
prospects and customers and your 
markets are different. Remember 
that people want modern appliances 
in their homes for some benefit to 
themselves. Unless you display the 
type of equipment they want to see 
you arent doing them or your- 
selves justice he stated. 

That the 1939 sales curve will be 
upward was the opinion of L. A. 
Falk, Wisconsin Power & Light Co. 
He said that his company sold, in 
south central Wisconsin, in 1938, 
approximately $418,140.00 worth of 
lamps and major appliances com- 
pared to a volume of $1,285,170.00 
for all retail outlets in the same dis- 
trict during that period. Dealers 
must, he stated, show a willingness 
to be of service when contacting the 
public. He exhibited a General 
Electric Co. sound film entitled, 
“How to Win A Sales Argument,” 
illustrating the right and the wrong 
methods of talking to prospects. 

Greetings from Hon. Julius P. 
Heil, governor of Wisconsin, were 
brought by his executive secretary, 
William C. Mass. Mr. Mass urged 
salesmen to think when selling and 
said that salesmanship is the key- 
note of the day. 

Discussing the “Rural Sales Pro- 
motion of Steel Products,” W. H. 
Gardner, general sales manager, 
Keystone Steel & Wire Co., Peoria, 
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T. J. JOHNSTON 
New President 


ITH well-attended sessions 

and an interesting program 

planned to bring to dealers’ 
attention recommended and success- 
ful ideas for merchandising hard- 
ware, the New York State Retail 
Hardware Association met at the 
Hotel Syracuse, Syracuse, N. Y., 
Feb. 7-9, for its 37th annual con- 
clave. Not only was there an array 
of interesting speakers but in open 
forums the dealers were given an 
opportunity to exchange ideas on 
hardware sales methods and policy. 

The convention got under way 
with President Arthur F. McEvoy’s 
Hudson, N. Y., breakfast; which 
was followed by spirited singing of 
familiar songs*and the invocation 
by the Rev. Ray Freeman Jenney. 
President McEvoy then took the 
platform and in his annual address 
reviewed the past year of hardware 
retailing and struck a note of opti- 
mism for the 1939 outlook. 

“The year has begun hopefully,” 
he said. “For the first time in some 
years government, industry, labor, 
commerce and agriculture realize 
they are part of an assembly line 
which requires loyal teamwork and 
cooperation.” Applying this phi- 
losophy to the dealers, he continued, 
“If we can.make ourselves realize 
it--and we need to be conscious of 
the fact daily—we should be buying 
agents for the public, rather than 
salesmen for the producer.” He 
discussed National Hardware Week 
of 1938 and plans for its repetition 
this year. Impending state and na- 
tional legislation affecting the hard- 
ware business was also reviewed. 
Support of the Patman Chain Store 
Tax Bill nor repeal of the Tydings- 
Miller Act was not recommended. 

Following Mr. McEvoy on the 
program was L. L. Shoemaker, di- 
rector of merchants’ service, Na- 
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Sales—W ays and Means 
ls New York Theme 


tional Cash Register Co., Dayton, 
Ohio, whose topic was “Measuring 
Public Opinion” or management’s 
obligation to consumers, in which 
he demonstrated the failure of sales- 
people as salesmakers. They, too 
often were merely order-takers and 
so ignored the foundation of busi- 
ness—the customer. Money, he said. 
was plentiful, but it was up to deal- 
ers and their clerks to dig it out. 
Faulty salesmanship is concentra- 
tion on price rather than on fea- 





ARTHUR E. McEVOY 
Retiring President 


tures or advantages of merchandise 
that justify price. 

Quoting from a survey made 
among 501 hardware stores, Mr. 
Shoemaker stated 7 out of 10 cus- 
tomers were properly aproached by 
salespersons; 5 out of 10. sales- 
people had adequate knowledge of 
their stocks but 2 out of 10 could 
meet adequately objections to buy- 
ing raised by customers and only 
3 out of 10 knew how to close a sale 
successfully. 

Dealers, he said, should not only 
thank customers for spending money 
in their stores but render small and 
free services in a way that makes 
the customer feel welcome and thus 
create a definite desire to buy in the 
store. 

A forum discussion was the con- 
cluding feature of the session. This 





was conducted by Sydney Atkinson, 
Brooklyn, who read a series of ques- 
tions which were discussed by the 
assembled dealers. A query ad- 
dressed to Mr. Shoemaker as to the 
best method of training sales clerks 
found its answer in the use of fre- 
quent sales meetings in which free 
use was made of educational litera- 
ture supplied by manufacturers. He 
also suggested that clerks be sent 
on visits to manufacturers’ plants as 
a means of gaining first-hand infor- 
mation on merchandise. Mr. Shoe- 
maker was also asked to suggest 
changes that hardware stores must 
make now. Modernization, he stated, 
was most important. Merchandise 
must be displayed openly where 
customers can inspect and handle 
it; cleanliness must be a first con- 
sideration, and the dealer and the 
sales clerk must be dressed up. 

At the second day’s meeting, John 
B. Foley, secretary-manager, read 
the secretary’s and treasurer’s re- 
port. “Problems Before Us,” the sub- 
ject of Frank G. Howard, president, 
A. L. Davis’ Son, Inc., Binghamton, 
N. Y.. who discussed legislation vi- 
tally affecting the dealers. In dis- 
cussing the Patman chain store tax, 
he pointed out that independent 
dealers might well be harmed if it 
were passed since it might turn the 
tide of consumer opinion against 


(Continued on page 110) 





JOHN B. FOLEY 
Secretary-Manager 





























Indiana Urged to “Pep Up” 
tores and Selling Methods 


Officers of the Indiana Retail Hardware Association for 1939 are 
left to right: Homer Hipskind, director; Karl Fenger, advisory board; 


Carl Miller, president; 


Paul Ulrich, 


vice-precident; Jesse McCoy, 


director; Robert Kelly, advisory board: G. F. Sheely, managing director. 


ODERNIZATION of | hard- 
M ware stores and salesman- 
ship were stressed through- 
out the three days of the fortieth 
annual Indiana Retail Hardware 
Association convention, held at the 
Murat Temple, Indianapolis, Ind.. 
Jan. 24 to 27. 
The convention was 
opened Tuesday noon with the presi- 


formally 
luncheon for dealers, ex- 
hibitors and their wives. In his 
welcome address Robert B. Kelly. 
Winamac, president, reviewed the 


dent's 


association's highlights during the 
past year. D. Wray DePrez, Shelby- 
ville. chairman of the 25-Year Club. 
introduced the 45 new members. 
Pearl Carter, Hillisburg, responded. 

\ memorial service was then held 
for association members who passed 
away since the 1937 convention. 

Face lifting of salesmanship was 
highlighted by W. H. Bryan, St. 
Louis. Mo., divisional manager of 
the Eureka Vacuum Cleaner Co., 
guest speaker of the initial session, 
in his talk on “The Problems of 
Business.” 

“Indifference. carelessness and 
fear are the major problems in 
business today,” stated Mr. Bryan, 
“and those are from within, brought 
on by too many isms. Prosperity 
can not be legislated. Remember 
that our forefathers built up this 
country with perseverance and 
vision and work. Competition is 
vital. Meet it by knowing people, 
sensing what they want and giving 
it to them. Selling is mental. If 
salesmen have enthusiasm, pride in 
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their business house and desire to 
see it and themselves get ahead. and 
if merchandise is attractively dis- 
played, business will solve its own 
problems.” 

The general public was invited to 
inspect the exhibits on Wednesday 
night and hundreds of consumers 
availed themselves of the oppor- 
tunity of leisurely examining the 
newest hardware items. At the same 
time a_ special retail 
hardware salesmen was held in the 
Temple auditorium. G. W. Sully, 
Oxford, O., eminent authority on 
sales training. discussed ways and 
means of “Ringing the Bell on 1939 
Hardware Sales.” 

“Remember that the customer is 


session for 


the basis of business and comes first. 
Find out what the people want and 
do more of it. and what they don’t 
like and omit those things. Choose 
the weapon with which you are 
familiar, just as David did, use it 
with courage and skill where it will 
do the most good and you will ring 
the bell more times than ever be- 
fore.” 

In her talk Wednesday morning 
on “Winning Women.” Mrs. Mar- 
garet Hewitt. Chicago. IIl.. director 
of the Hewitt School of Continued 
Education, urged her listeners to 
“Remember when the one woman 
became your major problem and 
what you found were sure fire at- 
tention-getters! Those same points 
can be applied today in gaining the 
attention of women, who do 80 per 
cent of the nation’s shopping. 

“Use some of that paint you sell 





on the walls of your own. store. 
Dress your windows with items that 
appeal to women shoppers and put 
those household utensils where they 
can be seen. instead of burying 
them among heavy tools. Be alert 
and courteous in waiting on them 
and make them feel welcome. Many 
hardware stores now have salesmen 
that are especially trained in attend- 
ing to the needs and desires of their 
women customers. Attractive dis- 
plays of small, inexpensive items 
near the cash register are attention 
getters that often make another 
sale.” 

In his talk on “Fair Trade in 
Competition,” Joseph L. Weinland. 
Indianapolis, secretary of the Indiana 
Pharmaceutical Association, ex- 
plained that retailers. 
manufacturers and employees were 
all benefited by an equitable price 
maintenance. 

“The owner of a trade mark has 
the right to establish a minimum 
resale price on his product which 
will not damage its own good will. 
The continuance of this fair trade 
practice creates a price level that 
is beneficial to the consumer.” 

Convention attention was then 
centered on the Wage-Hour Law 
before the Indiana Assembly now in 
session. G. F. Sheely, Indianapolis, 
managing director of I.R.H.A. 
and chairman of its committee on 
legislation, outlined the law’s pro- 
posed step-up in wage per hour and 
the lowering of working hours per 
week through seven years. Compar- 
ing this with a recent survey made 
by the association, he said that the 
salary expense of hardware dealers, 
whose present work hours average 
63 hours per week instead of the 
proposed 44 to 40 hours, would be 
increased 451% per cent which 
would be too much for any dealer 
to absorb. He recommended that 
each dealer get in touch with the 
assemblyman from his district be- 
fore leaving Indianapolis to explain 
the difficulties to be confronted and 
to urge a reconsideration of the bill. 

Plans for National Hardware 
Week, May 6 to 13, were announced 

(Continued on page 114) 
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Mountain States Decide 
on Fair ‘Trade Program 


ROMOTION of fair trade con- 
Preece. local legislative prob- 

lems and merchandising meth- 
ods were among the_ principal 
subjects discussed at the 37th an- 
nual convention of the Mountain 
States Hardware and Implement 
Association which was held at the 
Hotel Cosmopolitan, Denver, Colo.. 
Jan. 30 to Feb. 1. S. P. Van Ars- 
dall, Cody, Wyo.. who was absent 
from the conclave because of illness, 
was elected president for the ensu- 
ing year. Other officers are James 
E. Ward. Monte Vista, Colo., first 
vice-president, and S. I. Fredregill, 
Sterling, Colo.. second vice-presi- 
dent. 

New directors are J. L. Tagert. 
Meeker, Colo.; F. W. Unfug. Wal- 
senburg, Colo., and Richard Hamm. 
Longmont, Colo. Members of the 
board who continue are F. W. Kroe- 
ger, Durango. Colo.; A. H. Currie. 
Yuma, Ariz.; J. M. French, Creede, 
Colo. The advisory board consists 
of John B. Valentine, Boulder. Colo. : 
Mark R. Schmidt. Grand Junction. 
Colo., and William S. Hull. Ft. 
Collins, Colo. The new board re- 
appointed John T. Bartlett. Boulder. 
Colo., as secretary-treasurer. 

President Mark R. Schmidt. 
Grand Junction. presided at the 
several sessions of the convention. 
Leland Schmidt, his younger brother 
delivered an address on “Store 
Face-Lifting”, and Fred Schmidt, 
Delta, Colo.. his cousin, ‘served on 
the resolutions committee. 

Lester Sare of Denver was the 
H.I.P. Club president. Over 600 at- 
tended the Mardi Gras (banquet. 
floor show and ball) on the even- 
ing of Feb. 1. The new H. [. P. 
president is P. H. Thunemann. of 
the Mountain & Plain Paint Co.. 
Denver. 

George M. Wheat. executive see- 
retary of the Colorado Drug Syndi- 
cate, gave an address on the fair 
trade experiences of Colorado drug- 
gists, first explaining terms of the 
Colorado statute and the Tydings 
Miller act. He told how his non- 
profit organization, established for 
the sole purpose of enforcing fair 
trade contracts and securing issu- 
ance of contracts by manufacturers. 
had extended the scope of the law 





until between 13.000 and 14,000 
items sold in Colorado drug stores 
are “fair-traded.” Two hundred and 
forty-three manufacturers now pro- 
tect retail prices of their merchan- 
dise in this state. No manufacturer 
adopting the plan has abandoned it. 
The overwhelming majority of items 
of frequent sale are price-protected. 

Mr. Wheat energetically urged 
hardware merchants to get behind 
the fair trade movement. He said 
that drug stores were increasingly 
using hardware items. unprotected. 
for “specials”, and the trend would 
continue until the retail hardware 
trade actively promoted fair trade 
contracts, 

Clarence R. Clark, representative 
on the National Retail Hardware 
Fair Trade Committee, recom - 
mended adoption of an aggressive 
association fair trade policy. He 
explained how manufacturers could 
issue fair trade agreements unde 
which wholesale houses could only 
sell to retailers for resale; fair 
trade contracts could provide. also. 
that wholesalers in selling for use 
to consumers must abide by the 
minimum retail prices required of 
retailers. 

The association, by resolution. 
went on record favoring a policy of 
active promotion of fair trade con- 
tracts. and directed the appointment 
of a committee of three, of which 
Clarence R. Clark, Denver. would 
be one, to handle such activities. A 
second resolution asked manufac- 
turers of trade-marked ammunition 
to issue fair trade contracts to cure 
the present existing conditions, and 
commended to the good will of 
members wholesalers taking such 
action. 

Charles L. Wheeler. president 
and general manager, Salt Lake 
Hardware Co., Salt Lake City, Utah, 
speaking on “When Wholesalers 
and Retailers Work Together.” de- 
clared that wholesalers who went 
out and sold their merchandise te 
consumers, in competition with re- 
tail stores, were violating their 
proper function. He pleased the 
membership with an analysis of 
modern competitive conditions, and 
showed how wholesalers and re- 
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[ntermountain Ass'n Opposes 


State age-Hour Law 


HOLESALERS and retailers 

in the hardware business 

must work together, or 
neither can hope to survive the ruth- 
less onslaught of the chain stores. 
That was the statement of Charles 
L. Wheeler, president and general 
manager of the Salt Lake Hard- 
ware Co., Salt Lake City, Utah, 
wholesalers, to the annual conven- 
tion of the Intermountain Associa- 
tion at Boise, Idaho, Feb. 1 to 3. 

More than 120 dealers and sales- 
men of hardware, implements, sad- 
dlery, paint, electrical appliances 
and allied merchandise, heard Mr. 
Wheeler, in the principal address 
of the session, deliver a bitter at- 
tack on chain stores. 

Mr. Wheeler pointed his speech 
directly at the chain stores, but did 
not wholly condemn them “because 
they have a place in distribution of 
merchandise.” He said he “did not 
believe however, they should take 
the place of orderly manufacturer- 
wholesaler-retailer type of distribu- 
tion so far as hardware lines are 
concerned.” 

Mr. Wheeler explained the new 
problem of chain store competition 
as he sees it, looming on the in- 
dependent dealer’s horizon of the 
future: 

“When we dealers were young- 
sters the hardware store was the 
only place where hardware could be 
obtained and we formed the habit 
of looking on the hardware store as 
the one indispensable institution in 
the community. We went to town 
with our parents and always went 
to the hardware store for our hard- 
ware needs. But today when kiddies 
go to town with mothers they go to 
the chain stores because of the irre- 
sistible appeal to women folk. The 
youngsters tag along today and they 
too have an opportunity to see fine 
chain stores. 

“At evening time, mother tells 
around dinner table about the fine 
bargain she got and what a grand 
place ‘Whosit’s Store’ is to shop. 
Who dares question the influence of 
mothers’ approval on the _ plastic 
mind of a child? And here you have 
the well-formed chain store habit.” 
The speaker stressed credit losses 
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as another detriment to the hard- 
ware dealer, and gave the following 
example of what happens to a $20,- 
009 volume when the dealer loses 
only $50 in credits: If the net profit 
is 4 per cent, in the loss of $50 all 
the net profit on $1,250 worth of 
sales has been consumed. Or if a 





EDWARD BELL 
Secretary-Treasurer 


dealer is lucky enough to make 6 
per cent, all the net on $833 has 
been consumed. 

In the closing session the associa- 
tion went on record definitely 
against proposed State wage-hour 
legislation. It was decided, however, 
that such legislation should be post- 
poned until it is seen how the 
Federal Wage-Hour bill effects 
industry. 

“Purchasing power,” they stated, 
“cannot be created by law. Uneco- 
nomic juggling of wage rates, 
through its effects of production 
costs and prices, actually decreases 
the availability of goods and ser- 
vice for large segments of the popu- 
lation.” 

They concluded that the vast 
majority of American families, in- 
cluding small business men, mem- 
bers of professions, wage earners 
not under Federal law and the un- 
employed do not have their incomes 
increased by Federal control wages. 
Nevertheless, they have to pay 
higher prices resulting from higher 
production costs. 


Those conclusions were incorpo- 
rated in the resolutions passed by 
the association. Other resolutions 
were: 

1. In favor of the current Idaho 
government economy program. 


2. In favor of legislative enact- 
ment of a Sunday closing law 
restricting business that legally 
could be conducted on Sundays. 

3. Opposed to enactment of a 
legislative measure providing for 
uniform incorporation of agricul- 
tural co-operatives. 


4. Favor enactment of legislation 
preventing use of “merchandise 
loss-leaders.” 

C. A. Harris, of Resberg, Idaho, 
president of the hardware associa- 
tion, said in his opening address to 
the convention that his group would 
he definitely against any proposed 
state sales tax as a method of rais- 
ing revenue. He declared that he, 
“didn’t think a sales tax would be 
a good thing for Idaho under any 
circumstances.” 

Mr. Harris was reelected presi- 
dent of the group at a dinner meet- 
ing at Hotel Boise. Carl H. Butler 
of Caldwell, Idaho, was elected 
vice-president. Edward Bell of the 
Bell Specialty Co., in Boise, was 
reelected secretary-treasurer. The 
board of directors includes Carl 
Baldridge, Boise; B. A. Bartel, 
Aberdeen; Axel Hedlund, Idaho 
Falls; E. L. Ames, Pocatello; L. V. 
Morgan, Twin Falls; William Reed, 
Ririe; George Smith, Wendell; J. G. 
Connelly, Caldwell; Ross Bordon, 
Shoshone; and R. C. Parks, Magna, 
Utah. 

Social events and entertainment 
were limited. Convention arrange- 
ments were in charge of Earl A. 
Olson, Idaho Power Company in 
Boise; William Tatro, Idaho Hard- 
ware and Plumbing company of 
Boise; Guy Mitchell, Salt Lake 
Hardware company. The Trade Re- 
lations and Fair Trades Committee 
included Sam Lund, E. W. Becker. 
and Al Ekstrand. On the Legislative 
Committee were R. K. Davis, former 
Governor H. C. Baldridge, A. E. 
Thiel, George Rosevear and Francis 
Jones. 
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HE Illinois Retail Hardware 


Association held its 42nd an- 


nual convention at the state 
armory in Peoria, Ill., from Jan. 31 
to Feb. 2. About 1200 hardware 
dealers and their wives from Illinois 
and Iowa attended. More were ex- 
pected but many were forced to turn 
back due to the blizzard and drifted 
snow which closed most of the state 
roads. 

C. E. Merkel, Merkel Bros., 
Quincy, was elected president for 
the coming year; Roger Yontz, W. 
W. Yontz & Son, Chrisman, was 
elected vice-president; Wm. Swan- 
son, of Peoria, Walter W. Thomas, 
O’Fallon, and F. W. Lietz, of Buck- 
ley, were appointed to the board of 
directors. Phil Soukup, Jr., Elm- 
hurst, the retiring president, was 
appointed chairman of the executive 
committee with M. L. Campbell. 
Benton, and W. H. Althoff, West 
McHenry. committee members. 

The first day the convention mem- 
bers heard Franklyn Hobbs, who 
spoke on “Tomorrow’s Business.” 
Mr. Hobbs is economic advisor of 
the Business Statistics Foundation 
of Chicago, a non-profit organization 
serving the business men of that 
city. The economist declared that 
the year 1939 should be as big a 
year as last year and cited the ex- 
ample of last Christmas when 250 
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Retiring President 


ncreased Sates the Keynote 
of \inois Convention 


Cc. G. GILBERT 
Managing Director 


per cent more business was handled 
than the previous year. Major John 
L. Griffith, commissioner of athletics 
of the Big Ten conference of Chi- 
cago, was another of the speakers 
on the first day’s program. In the 
evening Rivers Peterson, managing 
director of the National Retail 
Hardware Association addressed the 
assembly on the subject of “How 
to Influence People and Make 
Sales.” 

Wednesday, Feb. 1, was lowa Day 
at the convention. Philip R. Jacob- 
son, secretary of the Iowa associa- 
tion, of Mason City, Iowa. spoke 
on National Hardware Week. Mr. 
Jacobson suggested that the weak- 


nesses in the hardware business were 


caused by lack of showmanship and 
advertising and suggested that these 
be developed. He also urged that 
the dealers clean up and paint up 
and exhibit more showmanship in 
preparation for National Hardware 
Week. 

Iowa dealers also furnished a 
most interesting debate on “Selling 
Is More Important Than Buying.” 
For the affirmative, J. A. VanNess, 
Mason City, and R. J. Leth, Ida 
Grove; for the negative were R. B. 
Schlotfeldt, De Wett, and Louis L. 
Hill, Postville. Hobart M. Thomas, 
Creston. discussed the application 
of the fair trade law. 






The final day was taken up by 
the election of officers and talks by 
Edward V. Oehler, Milwaukee, Wis., 
and Rivers Peterson. Mr. Oehler, 
speaking on “Selling Between the 
Hi-Lines,” declared the hardware 
dealers were passing up a lot of 
business by not trying to sell to the 
farm trade machinery that could be 
run by power other than electricity. 
He cited the farm market as the 
biggest market for power equipment 
today but said that most of the 
farmers were of the opinion that 
they had to wait until the high lines 
came through before they could in- 
stall radios, refrigerators, washing 
machines, and the like, while actual- 
ly. they might have them today, run 
by gas, or small light plants of their 
own. He asserted the trade was 
losing thousands of dollars of val- 
uable business by not trying to sell 
all these things to the farm trade 
now. and explaining to their cus- 
tomers that they could be switched 
to electricity when it came, but in 
the meantime they could be enjoy- 
ing all the comforts that these labor 
saving devices bring. 

Mr. Peterson in his address de- 
clared that business is marching on 
and _ that opportunities are 
growing constantly in spite of com- 
petition. The general opinion of 
all the dealers was that business 
is getting its second wind and is 
heading toward new heights as it 
did in the year 1929. 

In spite of the bad weather, many 
of the wives accompanied their hus- 
bands to the convention, and car- 
ried on various activities of their 
own. Wednesday noon the ladies 
gathered at the Jefferson Hotel for 
luncheon at which Mlle. Kambly, of 
Bradley Polytechnic College, gave a 
talk on her travels in Europe. Wed- 
nesday night, several hundred of the 
dealers, their wives and guests at- 
tended the annual banquet at the 
Pere Marquette Hotel, followed by 
entertainment and dancing. 
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“Make the Public Hardware 





onscious”, Says Oklahoma 





F. R. MURPHY 
New President 


HE problem of increasing sales 
fr making the consumer more 

hardware store conscious stood 
foremost in the discussion of some 
700 delegates to the thirty-sixth an- 
nual convention and exposition of 
the Oklahoma Hardware and Imple- 
ment Association held in Oklahoma 
City, Jan. 31, Feb. 1 and 2. 

Built around the theme, “Sell 
Hardware.” this year’s program fea- 
tured addresses by some of the lead- 
ing retailers and manufacturers of 
the nation. Few of the discussions 
dealt with the technical problems of 
the industry for the assembly turned 
its attention chiefly towards retailing 
and merchandising and building an 
increased volume of business for the 
retailer, 

Leading off the talks in the open- 
ing business sessions of the conven- 
tion which was held in the city’s 
Municipal Auditorium, was W. Neal 
Gallagher, president of the Ameri- 
can Washer and I[roner Association. 
Chicago, Il. 

Mr. Gallagher, who spoke on 
“Business Marches On,” pointed to a 
huge, almost untapped market for 
washers and ironers and said the 
foundations are being laid today for 
an expansive market tomorrow. 

More than $90,000,000 worth of 
washers and ironers were retailed in 
the United States in 1938, he said. 
but despite that, 42 per cent of the 
electrically wired homes in the na- 
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tion are without washing machines 
and 19 out of every 20 are without 
ironers. 

He added that there were more 
wired homes without washers today 
than there were 16 years ago and 
said figures from the Edison Elec- 
trical Institute showed that there 
probably will be 400.000 new homes 
built and wired in 1939. 

Mr. Gallagher urged that the 
hardware merchants pay particular 
attention to the farm market. espe- 
cially in view of the increasing rural 
electrical projects. Surveys of these 
projects reveal that residents on 
more than 80 per cent of the newly- 
wired farms bought washers at once. 

While the convention was attended 
overwhelmingly by men. women were 
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not forgotten in the hardware men’s 
discussions. for according to H. Vin- 
ton Potter. chairman of the Store 
Display Committee of the American 
Gas Association. Tulsa, Okla.. they 
do most of the spending and _ influ- 
ence 85 per cent of the buying. 

Pointing to a_repeat-source of 
business, Mr. Potter said there are 
9.472.000 gas ranges which are ob- 
solete, and half of them are over 10 
years old, he said. This year 1.000.- 
000 more will become obsolete. 
Three out of every four families 
should be in the market for new 
ranges. 





The necessity of overcoming a de- 
featist attitude among hardware 
dealers throughout the country was 
the message brought to the conven- 
tion by D. W. Van Dervoort, Lansing. 
Mich., director of the National Re- 
tail Hardware Association. 

“We hardware merchants.” Mr. 
Van Dervoort said, “are selling too 
slowly and paying too little atten- 
tion to margins. We must make the 
people hardware-minded again if 
we are to overcome successfully 
chain store competition. 

“The independents have allowed 
chains to get the customers through 
their failure to stay alert and mer- 
chandise quality. Our merchandise 
is far superior to anything they have 
to offer. 

“We should adopt the slogan. 
‘Values and Varieties.” As long as 
we keep quiet. of course the chains 
will profit.” 

Al. W. Horton, Oklahoma City. 
president of the Oklahoma _ Inde- 
pendents, Inc., again took up the 
discussion of chain stores by urging 
support of House Bill No. 70 in the 
Oklahoma Legislature which would 
place a tax on chain stores. He alsu 
quoted extensively from the Patman 
bill in Congress. 

With the attendance increased by 
approximately another 100 registra- 
tions for the second day’s sessions. 
Dr. George W. Allison, field man- 
ager for the Electrical Refrigeration 

(Continued on page 114) 
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(4 ELL Hardware” was the gen- 
S eral theme of the 45th annual 
convention of the Michigan 
Retail Hardware Association which 
met at the Pantlind Hotel, Grand 
Rapids, Mich., Feb. 7 to 10. It was 
the contention of many of the asso- 
ciation members before the conven- 
tion opened that “Sell Hardware” 
was what they did every day, but 
President L. A. Straffon referred 
them to a statement of Mr. Cameron 
of the Ford Motor Co. who said, 
“Of all the sales made, only 30 per 
cent is due to sales effort on the part 
of the salesman. People come in and 
buy the other 70 per cent.” 

A president’s luncheon opened 
the first meeting at which past presi- 
dents of the association were hon- 
ored. They were introduced by 
Joseph L. Louisignau of Cheboygan. 
Harold Daschner of Lansing, the 
new secretary, succeeding the late 
Harold W. Berwig, who died last 
year, was introduced by W. C. Jud- 
son of Big Rapids. President L. A. 
Straffon, Croswell, was the first 
speaker and paved the way for the 
sales specialists who spoke later in 
the program. 

Mr. Straffon said, “We can’t legis- 
late competition out of business, 
that’s an established fact. The con- 
sumer’s dollar is the target of all 
business. The retail hardware man 
must go out and compete for it if 
he is to get a share.” 

Harry M. Taliaferro, president of 
the American Seating Co., Grand 
Rapids, a director of the National 
Association of Manufacturers, was 
one of the highlight speakers at the 
open meeting. Mr. Taliaferro pointed 
out that current American society 
has not been in condition either 
physically or psychologically, for 
the tremendous speeds which in- 
ventive genius has opened for the 
enjoyment and profit of the people. 

Thomas Read, attorney general of 
Michigan, spoke briefly at the lunch- 
eon, bringing greetings from the 
governor and the state administra- 
tion. 

Concluding the day’s program was 
a talk on sales technic, simplified by 
examples of ordinary cases, given by 
Elmer Wheeler, president of Tested 
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“Sell Hardware” the Slogan 
at M 






ichigan Meeting 


Selling Institute, author of tested 
sales methods and coiner of sales 
phrases that have reaped dividends. 

The second day of the convention 
was devoted almost entirely to the 
subject of selling. Demonstration 
selling was discussed by A. J. Luther 
of Minneapolis. He was also the 
speaker at the night meeting for re- 
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tail salesmen. Others on the morn- 
ing program were Jack Milligan of 
the Michigan State Board of Voca- 
tional Education, Will D. Galpin, 
General Electric Co., speaking on 
“This Business of Selling,” and Mrs. 
Hester R. Fraser, Lansing, who rep- 
resented the Michigan State Con- 
sumer’s Bureau. 

State Senator Herman Dignan, 
Owosso, also a hardware dealer and 
member of the association, scheduled 
to speak at the third day’s business 
session, was given a spot a day 
earlier, due to his inability to remain 
longer. His discussion embraced 
pending legislation of interest to 
business men. 

Fair and unfair trade practices 
featured the discussion of the third 
day’s business session. Charles 
Taepke of Detroit, member of the 
trade relations committee, spoke on 
“Why Do We Need Fair Trade?” 
Opposition to “backdoor” retail sell- 
ing by distributors and manufac- 
turers marked the keynote of the 
speech. The general theme of the 
speech given by C. L. Goddeyne of 








Bay City, a director of the state 
body, expressed the same sentiment 
against all “backdoor” selling in a 
retail manner by concerns either 
classed as distributors or producers. 

C. M. Wood of Lansing, field ser- 
vice director for the association, out- 
lined “Face-Lifting for the Hard- 
ware Store. His subject embraced 
business benefits derived from im- 
proving stores in appearance and 
efficiency. 

Horace Aikman, Cazenovia, N. Y., 
vice-president of the National Retail 
Hardware Association, brought a 
message to the members on National 
Hardware Week. 

R. T. Davis, Adrian, was elected 
president at Thursday’s session. The 
following morning, the secretary and 
treasurer were named. They are 
Harold A. Daschner of Lansing, and 
William Moore of Detroit, re-elected 
respectively to those offices. 

The association elected Fred 
Workman, Ionia, and Charles Fow- 
ler, St. Johns, as new members of 
the executive board. Re-elected were 
C. L. Goddeyne, Bay City; Arthur 
H. Hunt, Grand Rapids, and G. L. 
Cassler, Benton Harbor, whose terms 
expired. 

Holdover members of the board 
are R. T. Davis, Fred J. Gartner, 
Wyandotte; Grant Smith, St. Clair; 
Frank J. Hartge, Detroit; Herman 
C. Meyer, Petoskey, and Joseph L. 
Louisignau, Cheboygan. 

The new officers and directors 
were installed immediately. J. L. 
Louisignau, chairman of the nomi- 
nating committee, made the presen- 
tation of a ring to the retiring presi- 
dent, L. A. Straffon, of Croswell. 

With the exception of Nelson 
Waters of Paw Paw, the board mem- 
bers remain the same. W. C. Jud- 
son of Big Rapids is the other 
change. He goes into the advisory 
board. 

The convention closed Friday with 
an address by William Dern on “It’s 
No Laughing Matter.” Committee 
reports and plans for 1939 took place 
the remaining part of the session. 
The association passed a resolution 
indorsing the Tydings-Miller Act. 

The night preceding the opening 
(Continued on page 118) 
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Barrett Shingles make 
building money go 


F-A-R-T-H-E-R ! 


“The man who’s got the stuff gets the business, and I’ve 
got the stuff for low-cost homes! 

“T’ve shown every builder and architect in town how 
Barrett Shingles can help them give their clients more house 


for their money. It’s logical . .. what they save on roofing, 


they can spend on bigger rooms or better appointments.” 
This Barrett dealer is right! For Barrett Shingles pro- 
vide a safe way to save roofing money. And it’s a story 
worth telling to all your building and reroofing prospects. 
It’s a big year for small home construction . . . a record 
year for Barrett Shingles! 


THE BARRETT COMPANY 
10 Rector Street New York, N.Y. 


2800 So. Sacramento Ave., Chicago, Hlinois—Birmingham, (labama 


SHINGLES 




























































FOR RETAIL 
HARDWARE 


7 FTOrReES 


New and Improved Merchandise—Dis play Helps—Sales Literature— 


Window Trims — 


“Streamliner” Kit 


This “Streamliner” kit has a mod- 
ernized lid, completely rounded without 
concave curves. Handle is rustproof 





metal, and automatically drops down 
flat against lid when not in use. Ven- 
tilating slits are beneath the handle, 
protected from moisture. Massive look- 
ing fasteners are designed to conform 
to the contour of the kit. Inside, it is 
solden lacquered to prevent rust. A 
patented holder is designed to keep a 
Thermos brand pint vacuum bottle in 
place in the lid, so it doesn’t rest upon 
the food. “Streamliner” is finished in 
black, brown or green crystalline 
enamel. The American Thermos Bottle 
Co., Norwich, Conn. 


Knitted Wire 


E. H. Titchener & Co., Binghamton. 
N. Y., has announced a new product. 
“Knitted Wire,” which is made of rows 
of resilent loops, interlocked with other 
rows, thus forming a continuous seam 
less tube. This is accomplished with 
only one strand of wire. Wire of vary 
ing gages can be used and the tubing 
can be made in many diameters and in 
almost any length. One combination 
of wire gage, mesh size and diametet 
will produce a tube of great flexibility. 
while another combination will make 
tubing that has rigidity, and when bent 
or formed is said to retain any desired 
shape or position. “Knitted Wire” can 
be plated, rustproofed, enameled or 
coated and can also be covered with 


rubber, silk or any other fabric. 
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New Packages — New 


“Knitted Wire” may be used as a flex- 
ible armor for hose or hose connections. 
light cords on electrical appliances; 
may also be used for assembling various 
toys: to provide a non-slip grip for 
tools handles, brooms, brushes, etc., 
and also for many other varied uses. 


Double Shelf Bracket 
Autoyre No. 2740—finished in high 


lustre chrome, it presents an attractive 
appearance and a_ useful accessory. 
Wall plates are 12% by *4 in. Bracket 
are adjustable, taking either 4 or 5 
inch glass shelves. Each unit is packed 
complete in an attractive carton con- 
taining two brackets, one 4 and one 
5-inch bulb edge glass shelf and chrome 
plated screws. With order of one gross 





or more, a tile-like display board, illu- 
trated here, with shelves mounted, is 
furnished free and with smaller quan- 
tities furnished for $2.00. The Autoyre 
Co.. Oakville. Conn. 


Colors — Catalogs 


Handy Plug 


Ready for instant use. Wires are sep- 
arated and inserted then cap is fitted 
on tightly. Eliminates need for strip- 





ping wires, employing screws, etc. Sug- 
gested retail selling price, 10 cents each. 
Attractive five-color display box con- 
tains 25 plugs. Display cards also avail- 
able. Albany Sales Co. of N. Y., Inc., 
341 Madison Ave., New York City. 


*“*Snap-Cut” Displays 

These five attractive “Snap-Cut” 
pruner displays, printed in four colors, 
have been meeting with favorable deal- 
er-response. Each display is approxi- 
mately 14 in. high and so arranged that 
actual tools can be affixed. This series, 
carefully packed for mailing, is fur- 
nished free to dealers by Seymour 
Smith & Son, Inc., Oakville, Conn. 
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Master Locks 


- A series of double case Master pad- 
locks with rounded modern design, yet 
ruggedly constructed, is being intro- 
duced by the Master Lock Co., Milwau- 


a 

















kee, Wis. The Master Tiger, No. 47, 
retailing for 25 cents, has a rust-proofed 
wrought steel outer case sealed over a 
heavy steel inner case. Lock is 1% in. 
in diameter and has a 9/32 in. high- 
manganese steel shackle with % in. 
clearance. The No. 48 Master Brass 
Tiger, now retailing for 35 cents, has 
a wrought brass outer case and three 
strong milled keys instead of the usual 
two. Also new in the series is the 
Master Tiger bicycle lock No. 4717 
which retails at 35 cents. 


**Guaranteed”’ Fence 
Controller 


Will charge 15 miles of fence. Hot 
shell, manufacturer states will last from 
two to four months and wet storage bat- 
tery, if operated continuously will last 
from five to seven months. Has no bulbs 
to replace, no springs or wearing parts 
and causes no radio interference. It is 





portable and easily and quickly in- 
stalled. Retails for $9.00. Guaranteed 
Electric Fence Co., Wellington, Ohio. 


Smith Winchester Co. 


The Smith-Winchester Co., Jackson, 
Mich., wholesale distributor of hard- 
ware and mill supplies, has issued its 
new general catalog No. 20 on me- 
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chanic’s tools, farming tools, miscel- 
laneous hardware, builder’s hardware. 
factory supplies, auto accessories, sport- 
ing goods, paints, house furnishings, 
toys, radio and electrical supplies. Of 
937 pages, the volume was compiled, 
printed and bound by the North Amer- 
ican Press, Milwaukee, Wis. 


Burglar-Proof Door Plates 


“Moraplate’—makes doors burglar- 
proof. Consists of two plates of elongat- 
ed 12-gage steel, 14 in. long. One piece 
is attached to the door facing, the other 
to the jamb. Edge of one piece is 
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rolled so that when door is closed, a 
tight rolled surface presents itself to 
the would-be intruder. Maker states 
this surface is so connected with the 
facing plate that it is absolutely im- 
possible to insert a jimmy or other pry- 
ing instrument. Any lock can be in- 
stalled over the Moraplate which is also 
said to strengthen even the weakest 
lock. Finishes are chrome plated, brass 
and silver. Moroplates Sales Co., 1363 
Fifth Ave.. New York City. 


Torpedo Level Display 


No. 5904—contains four No. 590 
levels packed in each carton. Features 
of levels are: body moulded of glossy 
black Bakelite and impervious to mois- 
ture or oil and affected less by tempera- 
ture; top plate is of nickeloid secured 
by four Phillips screws; three vials are 
of fine quality and of the cat’s-eye type: 
two plumbs, one 45 degrees the other 
90 degrees. Overall length is 9 in., 
height, 144 in. and width *% in., weight, 
four ounces. Villers Falls Co., Green- 


field, Mass. 











Power Mower 


Model “F”—operator merely guides 
the mower at desired speed while en- 
gine does all the work. Has 1939 
Briggs & Stratton motor with foot start- 





er on the right side. Crank case per- 
mits a larger oil capacity, providing 
positive oil lubrications. Cutting unit 
is detachable, permitting sharpening 
and repairing at same cost as hand 
mower. Cutting widths are 18, 20, 22, 
and 24 inches. Speed is from one to 
five miles per hour. Has rubber-cov- 
ered handle, pneumatic tires,  self- 
sharpening reel, throttle control. Reel 
blades are of heavy duty crucible steel, 
bottom blade of heavy crucible alloy 
steel. Samuel P. Townsend Lawn 


Mower Co., Bloomfield, N. J. 


Wire Products Catalog 


The Northwestern Steel & Wire Com 
pany has just issued a new catalog 
descriptive its its wire products. It 
is a 40-page book in color with illus- 
trations, descriptions and specifications 
of the complete line of Sterling wire 





STERLING QUALITY 


WIRE PRODUCTS 








products including poultry _ netting. 
hardware cloth, nails, staples and brads, 
wire tacks, ornamental fence, woven 
wire fence, smooth wire, barb wire, 


steel posts, corn cribs, bale ties, gates 
and stretchers. An index provides easy 
reference to each of the various lines. 
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Skate-O-Meter 


This device, recently announced by 
Segal Safety Razor Corporation, New 
York City, records the mileage covered 
while roller skating and will record 





up to nine miles. The Skate-O-Meter 
takes the place of one of the wheels 
on a roller skate and is equipped with 
an attached axle for easy installation. 
Manufacturers state the device will have 
a tendency to prevent children from 
over-exertion and will furnish parents 
with a record as to how much exercise 
they have had. This device is standard 
equipment for the new Segal Keyless 
Roller Skates. This skate has no key 
but can be adjusted to any size foot 
by the use of a lever. Makers state 
this skate can be used for a seven year 
old child or for a man’s size 12 shoe. 
Wheels can be removed by pressing 
another lever. There are no bolts or 
nuts to unfasten. Skates are solid steel. 
chromium-plated and built to withstand 
400 Ibs. weight. A criss-cross strap ar- 
rangement which binds around the in- 
step is said to eliminate ankle strain. 


Heavy Duty Wrenches 


A new line of heavy-duty box wrench- 
es with interchangeable tubular handles 
has been announced by the Bonney 
Forge & Tool Works, Allentown, Pa. 
Made in double-offset and 15 degree 
angle type, they are drop forged of 
chrome-alloy steel, carefully heat treat- 
ed and heavily plated, with polished 
heads. Each type is made in seven 
sizes with double hexagon openings 
ranging from 15 in. to 24% in. They 
are designed for breaking loose or tight- 
ening large diameter nuts with a mini- 
mum of effort. One size of interchange- 
able tubular handle made of seamless 
steel tubing is all that is necessary for 
use with the 14 wrenches in the heavy- 
duty box wrench line. Thirty inches 
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se 





long, it provides the extra leverage 
necessary for turning large nuts. Holes 
are provided in each end of the handle 
to insure positive locking on the 
“Spring-ball” plunger in the end of 
the wrench shank. Handle is heavily 
plated to match finish on the wrenches. 


Nail Bin Counter 





No. 0346—85 in. long, 33 1/3 in. 
high and 31% wide over the top. Has 
solid oak top, plain solid oak ends, 
plywood back, which is said will posi- 
tively not push off. Contains 27 No. 
ND-1 removable nail bins. Designed 
for use in connection with tables. V. 
C. Heller & Co., Montpelier, Ohio. 


All-Leather Gloves 





The National Glove Co., Columbus. 
Ohio, is featuring an all-leather garden 
and home utility glove of specially proc- 
essed lambskin which is said to permit 
complete finger freedom while keeping 
hands from being soiled. The item 
retails for 75 cents and sizes are of- 
fered for both men and women. Gloves 
are individually packed in Cellophane- 
faced case and permanent wire counter 
display case, similar to the one jn the 
illustration, is furnished free to dealers. 


Imperial Brass Bulletin 


Complete information on the use of 
flared fittings and copper tubing for 
making liquefied gas installations for 
both domestic and industrial purposes 
is included in a new 12-page bulletin, 
No. 700, issued by The Imperial Brass 
VUfg. Co., 1200 W. Harrison St., Chi- 
cago. Bulletin illustrates all various 
styles of flared and pipe size fittings 
used for this purpose and gives com- 
plete listings of sizes and prices. Sizes 
are shown both on basis of O. D. size 
and nominal tube size. Also shown are 
tube working tools for cutting, flaring, 
bending and swedging, tubing assem- 
blies (pig tails), shut-off cocks, copper 
tubing and other necessary materials. 





Aviation and Tinners’ Snips 


Have removable and adjustable 
blades; knurled handles to give better 
gripping surfaces; special locking at- 
tachment placed at a convenient point 





and does not interfere with operation 
of cutting; shock proof bolts; makes 
a 4 in. short cut and up to 1% in. cut 
on 16-gage; makes circular cuts. Han- 
cock Tool & Mfg. Co., Hancock & Ox- 
ford Sts., Philadelphia, Pa. 


Handy File 


The most recent addition to the Cello- 
phane wrapped file line of the Nichol- 
son File Co., Providence, R. I., is the 
new Handy file—a combination mill 
and flat file. It is single cut on one 
side for sharpening edged tools such 
as picks, axes, hatches, and hoes. Other 
side is double cut for general filing 
around the home, farm, garage or cot- 
tage. Made with bright orange safety 
handle to allow user to carry it in his 


= 





pocket without chance of injury from 
a pointed tang. Display card is packed 
in each box of 12 files. File length is 
8 in. Made in Nicholson and Black 
Diamond brand. 
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Win Profits 


with this 


SPECIALLY PRICED 
NEW ASSORTMENT 


Store and Department Managers are 
finding this New Wiss-Ideal Feather- 
weight Line is “just what the doctor 
ordered” to boost sales and step up 


profits. 

They're priced 1/3 less than other com- 
parable Wiss Styles. Each pair is beauti- 
fully constructed and fully guaranteed 


—And boy! What a hit they make with 
the ladies! 


Note special prices on the attractively 
boxed, popular assortment shown be- 
low. 


Inquire of your local Jobber or write us 
direct. 


J. WISS & SONS, NEWARK, N. J., U. S. A. 
91 Years of American Craftsmanship 


ASSORTMENT No. W. F. 12 


5 prs. 436-6” Light Pattern Trimmerts...... 
4 prs. 4361/4-6” Light Pattern Trimmers 
2 prs. 437-7” Light Pattern Trimmets..... 
1 pr. 427-7” Light Pattern Trimmets............ 


















Reg. Price Special 
. 1.45 1.00 5.00 
anales . Lo 1.15 4.60 
1.65 1.25 2.50 
72 1.40 1.40 
13.50 
Regular Cost . . . $11.33 


DEALERS’ SPECIAL 
OFFER COST . . .$9.00 


(with attractive counter display) 








New WISS-1deal 
‘Featherweight’ 


Scissors 
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Chromium Garden Tools 


These garden tools are finished in 
lustrous chromium with red_ tipped 
handles. Four tools, averaging 10 inches 
in length, are packed in a set—trowel, 





fork, cultivator and transplanter. They 
are made of steel. This set No. 
7040CM is packed in attractive and 
colorful carton suitable for counter or 
window display. The Stanley Works, 
New Britain, Conn. 





Bailie Automatic Weeder 


Maker states it doesn’t cut weeds 
but pulls them out, root and all. By 
turning root upwards, weed automat- 
ically drops out as next one is jammed 























into the jaws. Suggested retail selling 
price, $1.50. Dealer’s price, $12.00 per 
dozen. A. J. Bailie, 806 E. Willow 
Grove Ave.. Wyndmoor, Philadelphia, 
Pa. 


Washer Catalog 


“Controla-Speed” washing machines 
are described and illustrated in two 
new pieces of literature offered by The 
Barton Corp., West Bend, Wis. The 
broadside, which opens up as a win- 
dow poster, stresses the speed control 
of the washing and wringing and uses 
a large illustration to point out the 
control lever and the specific uses of 
the slow, medium, and fast speeds. A 
new six-page leaflet tells about the four 
Barton models on which the speed 
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selection feature is available, and the 
four conventional models that make up 
the 1939 Barton line. 


Electric Handsaw 


This portable model has an 8-in. 
blade with a maximum cutting capacity 
of 2% in. It will bevel cut 2%-in. 
lumber at a 45 degree angle. Saw 
weighs 18 lbs. and is well balanced for 
easy hand operation. It can be used 
either vertically or horizontally. It is 
also possible to invert the saw, set it 
in a stand, and use it as a table saw 
for cutting small pieces. It is equipped 
with a telescoping safety. Has a saw- 





dust guard to keep sawdust from op- 
erator’s eyes and a blower clears it from 
the cutting line. Also has a graduat- 
ed quadrant for precise bevel adjust- 
ment. May be equipped with abrasive 
discs. Fred W. Wappat, 7317 Penn 
Ave., Pittsburgh, Pa. 


Shear Display Stand and Trays 


A feature of the display trays is that 
the top lid is also the display and in 
addition has a_ slotted opening for 
standing one of the pruning shears up- 
right. Trays are finished in bright 
yellow, blue and red, and selection of 
pruning shears is based on actual re- 
tailers’ sales. Included in each of the 
displays are more of the lower priced 
items and only two of the higher priced 
ones. The display stand, featuring 
long-handled prune:s and hedge shears, 
is sturdily built, all-steel, showing True 
Kut quality tools. Stand is finished in 





aluminum color. Stand is furnished 
to dealer for $1.00 to cover cost of 
packing and prepaid transportation. 
The American Fork & Hoe Co., Cleve- 
land. 








Shallow Well Pump 


No. 420—now available in sizes up 
to 650 gallons per hour capacity. Extra 
capacity of larger size systems make 
them especially suitable for country 





estates, farms, schools, factories, hotels, 
and dairies. This 420 series is avail- 
able equipped with electric motors or 
semi-automatic equipped with gasoline 
engine. A. Y. McDonald Mfg. Co., 
Dubuque, Iowa. 


Folder on Mixing Operations 


The Eclipse Air Brush Company, 
Inc., Pneumix Division, Newark, N. J., 
has just issued a six-page illustrated 
data folder on the performance of 
its Pneumix air-motored agitators in 
laboratories and industrial plants. Free 
on request. 











WEDGE, PRUNING & GRASS SHEARS 
EVANSVILLE-CrKeR. DiviSiON 
or 
THE AMERICAN FORK 6 HOE ComPAnY 
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Only JUDD binding and edging, in this ex- 
clusive dispensing carton, has al/ these time- 
saving, money-making features. The conven- 
ient carton cgntains 25 full yards of binding, 
carefully buffed and polished through its en- 
tire length, and 25 handy envelopes each with 
pins enough to install one yard. JUDD bind- 
ing and edging is rolled right—polished side 
on the inside of the curve; it handles easily 
without kinking — no waste yardage; it lies 


flat as it is unrolled for installation; it can be 


re-coiled without removing from carton. 


Thousands of dealers have sold millions of 
feet of fine JUDD binding and edging for 
many years. They know JUDD quality, and 
they’re standing by it, sell- 
ing it more and more. Why 
not join them, and profit 
with them? Tell your job- 
ber you want JUDD edg- 
ing and binding in the 25- 
yard dispenser. 


JUDD BINDING AND EDGING 
COMES OUT 





BINDING AND EDGING 


ad WJ LJ Ly Brass, Zinc and Stainless Steel 











- 


e@ IT'S EASIER TO DISPENSE 
Saves the clerk time and trouble 


e IT'S EASIER TO INSTALL 
Lies flat as it's unrolled 


e IT'S BUFFED AND POLISHED 
It stays bright longer 


Wide Variety of Sizes and Styles 
Linoleum Seam Binding and Edging 


H. L. JUDD COMPANY 


INCORPORATED 
WALLINGFORD, CONNECTICUT 


NEW YORK CITY OFFICES 
87 CHAMBERS STREET 
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AND SALESROOM 





Write for catalog 95 which illus- 
trates and describes the broad 
JUDD line of carpet and linoleum 
hardware. 
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W. PAUL JONES, PRESIDENT, NEWLY 
FORMED PHILCO REFRIGERATOR CO. 


Organization of the Philco 
Refrigerator Co., a subsidiary of 
the Philadelphia Storage Battery 
Co., Philadelphia, Pa., has been 





W. PAUL JONES 


announced. W. Paul 
Indianapolis, Ind., is 
of the new company. 

Philadelphia Storage Battery 
Company manufactures Philco 
radios, which are sold by Philco 
Radio & Television Corporation. 
Philco Refrigerator Company ac- 
quired the manufacturing rights 
and patents on the Conservador 
refrigerator from Fairbanks, 
Morse & Co. and has assumed 
control of the latter’s refrigerator 
plant at Indianapolis, Ind., where 
production will be continued for 
the present. 

The entire plant, which con- 
tains 212,000 sq.ft. of floor space, 
and its facilities have been taken 
ever by the Philco Refrigerator 
Company. Mr. Jones, the com- 
pany’s president, formerly was 
executive vice-president of the 
home appliance division of Fair- 
banks, Morse & Co. 

Other officers of the Philco 
Refrigerator Company are: W. 
R. Wilson, treasurer; C. F. Stein- 
ruck, Jr., secretary, both of 
Philadelphia. The above named 
officers, together with J. S. Tim- 
mons of Philadelphia, constitute 
the Board of Directors. 

Philco Refrigerator Company 
is now engaged in an extensive 
plant rearrangement program, 
and approximately $50,000.00 on 


Jones of 
president 
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| tional 
| held 
| February 16th through 19th. 





1ew machinery and equipment is 
scheduled to be spent. 

Utilizing this new machinery 
will increase production capaci- 
ties to several times more than 
the peak attained formerly. 

The new line of Conservado 
refrigerators, 


Phileo Refrigerator Company, | 
will be sold and guaranteed by 
Phileo Radio and _ Television 


Corporation and will be shown 
to Philco distributors at a na- 
sales convention to be 


in Palm Beach, Florida, 


EASTERN GOLF TOURNEY 
TO BE HELD JUNE 1-3 


Secretary H. L. Gillian of the 


| Eastern Hardware Golf Associa- 


tion has announced that the 
fifth annual tournament of the 
issociation will be held on June 


| 1-3, 1939 instead of June 8-10 


as originally scheduled. No 
change has been made in the 
place at which the tournament 
will be held which ‘will be Vir 
ginia Beach, Va. Details of 
playing schedule and boat sched- 
ules from Bosten, 
Baltimore and Washington will 
be announced later. 

The board of governors of the 
association decided to advance 
the tournament dates as the re- 
sult of a change in the dates of 
the Triple Convention Cruise of 
the Southern-National-American 
Supply and Machinery Distribu- 
tors Association. According to 
the new cruise schedule the ship 
will make a return stop at Nor- 
folk, Va.. on May 31. 





TRIPLE CONVENTION 
DATES CHANGED 


Convention dates for the triple 
convention of the American Sup- 
ply and Machinery Manufac- 
turers Association, the National 
Supply and Machinery Distri- 
butors Association and the South- 
ern Supply and Machinery Dis- 
tributors Association have been 
changed from May 17-23 to May 
25-June 1. Transatlantic sched- 
ules have made it impossible for 


manufactured by | 


the convention to travel to Ber- 
muda aboard the S.S. Bremen 
ind instead the trip will be 
made aboard the S.S. Monarch 
of Bermuda. 

The ship will leave New York 
Thursday, May 25, and will stop 
at Norfolk, Va., the following 
May 28 and 29 will be 
spent in Bermuda. A stop will 


day. 


| be made at Norfolk on May 31 


| 
| 


} 





New York. | 





on the return trip and the final 
stop ‘at New York will be made 
on June 1. 





H. M. WALL, PRESIDENT 
WALL ROPE WORKS 


At the regular annual meeting 





of. Wall Rope Works, Inc. held 
January 25th, Harold M. 
was elected president of the | 
company. William F. Wall con- | 
tinues as chairman of the board | 
and Waldo Reiner as secretary- | 
treasurer. 

Harold M. Wall succeeds to 
the office held by his brother. 
the late C. Frederick Wall. He | 
started with the company in 
1910, made factory 
superintendent, subsequently be- 
coming superintendent and gen- 


was later 


at the Wall Mill at Beverly, N. J. | 


| 





HAROLD M. WALL 


In 1934 Mr. Wall moved to the 
New York City office at 48 South 
St. as vice-president in charge of 
sales. Mr. Wall is a grandson 
of the founder of the company 
which was established by the 
original William Wall in 1830. 





Wall | 


SHELBY SPRING HINGE CO. 
ELECTS OFFICERS 


The Shelby Spring Hinge Co., 
manufacturers of builders’ hard- 
ware and checking floor hinges, 
Shelby, Ohio, has recently an- 
nounced a number of changes 





L. D. MALONE 


in the officers ef the company. 


L. D. Malone, who has been 
with the company for 38 years 
and is now serving as director 


2 | of purchases, has been elected 
| eral manager with headquarters | 


to the office of president and 
general manager. 

R. J. Snyder, former secretary, 
has been elected treasurer, and 
H. E. Hubbs, factory superin- 
tendent, has been made secre- 
tary. Walbridge Parsons of 
Mansfield, Ohio, has been re- 
elected sales manager. C. M. 
Anderson, Columbus, Ohio, has 
been added to the board of di- 
rectors which includes the previ- 
ously mentioned officers and 
John S. Seltzer of Shelby, Ohio. 


THOMAS DISTRIBUTOR FOR 
STANLEY WORKS 


William D. Thomas has re- 
cently resigned as president and 
general manager of Sandvik 
Steel, Inc., American represen- 
tative of Sandvik Steel Works, 
Sandviken, Sweden, and will be 
distributor of cold rolled razor 
blade steel for Stanley Works, 
steel division, Bridgeport, Conn. 
He will return from Sweden on 
March 1 and will make his head- 
quarters in the Chrysler Build- 
ing, New York City. 
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AGE—WHILE IT’S NEWS 





SOUTHERN JOBBERS’ CONVENTION / APRIL 17 TO 20, 
MANY PLAN WATER TRIP BOTH WAYS OR ONE WAY 


S.S. Dixie of Southern Pacific Lines sails from New York 
April 12. Arrives New Orleans early April 18. Return trip 
leaves New Orleans April 22, arrives New York April 27. 
Roosevelt Hotel, New Orleans, is convention headquarters. 


The joint convention of the 
Southern Hardware Jobbers’ As- 
sociation and the American Hard- 
ware Manufacturers’ Association 
will be held at The Roosevelt 
Hotel, New Orleans, La., April 
17 to 20, 1939. Reservations at 
this headquarters hotel are al- 
ready taxing the normally ample 
facilities of this hotel. A banner 
attendance is anticipated. 

In response to requests from 
several manufacturing executives 
who plan to attend this conven- 
tion, Harpware AGE has inves- 
tigated the opportunity for a 
water trip, either both ways or 
one way, the S.S. Dixie, palatial 
steamer of the Southern Pacific 
Lines (The Morgan Line) with 
which many hardware men are 
familiar provides such service. 
Going to the conwention the 
Dixie sails from New York on 
Wednesday, April 12, at 4 p.m. 
and arrives at New Orleans, La., 
Tuesday, 7 a.m., April 18. Re- 
turning this steamer sails from 
New Orleans, Saturday, April 22, 
at 1] a.m. and is due back in 


New York Thursday, April 27, 
at 8 a.m. The return trip pro- 
vides daylight inspection of the 
Delta and other scenic points be- 
tween New Orleans and the Gulf 
Special round trip 


of Mexico. 








rates either both ways by water 
or combination water-rail are 
available. 

Any travel agency can arrange 
your booking on either plan. 
Should you experience any dif- 
ficulty in getting the type of 
accommodations required advise 








HENDERSON SALES MGR. 
FOR DURHAM DUPLEX 


D. H. Henderson, export man- 
ager of the Durham Duplex 
Razor Company, Mystic, Conn., 
has been recently appointed gen- 
eral sales manager in charge of 
sales of Durham Duplex and 
Enders Speed razors, Wade & 
Butcher cutlery and the Duplex 
Dog Dresser line. Mr. Hender- 


‘son has been with the company 


for the past 14 years. 


SAVOGRAN COMPANY 
APPOINTS S. T. DAHL CO. 


The Savogran Company, Bos- 
ton, Mass., has announced the 
appointment of S. T. Dahl Com- 
pany, 2445 Hunter St., Los An- 
geles, as its sales representative 
for the state of California and 
Hawaii, effective at once. 


The S. T. Dahl Company car- 





tee 


S.S. Dixie on which the trip to New Orleans may be made. 
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Harpware Ace, 239 West 39th 
St., New York City, or write 
H. H. Gray, general passenger 
agent, Southern Pacific Lines, 535 
Fifth Ave., New York City. Fur- 
ther details on the convention 
program will be announced 
later. 








ries a complete warehouse stock 
both at Angeles and San 
Francisco of all six Savogran 
Products: Savogran Heavy Duty 
Cleaner, 
Savogran Wood Putty, Savogran | 
Remover & Bleacher (for floors), 
Savogran Wallpaper Remover 
and Savogran Paint Brush 
Cleaner. ‘ 


Los 


C. L. COSTELLO PRESIDENT 
STEWART IRON WORKS CO. 


Announcement has been re- 
cently made of the election of 
C. L. Costello to the presidency 
of the Stewart Iron Works Com- 
pany, Inc., Covington, Ky. Mr. 
Costello succeeds Robert -S. Stew- 
art who was elected chairman 
of the board of directors last 
summer. He has been associated 
with the company for the past 20 
years. C. T. Stewart was elected 
to the vice-presidency succeeding 
Mr. Costello. Officers reelected 
are as follows: Robert S. Stew- 
art, chairman; W. S. Rich, sec- 
retary; C. A. Aplin, treasurer, 
and Stanley M. Stewart, assistant 
secretary. 


MERRITT W. TREAT HEADS 
CLAPP & TREAT, INC. 


Merritt W. Treat was elected 
president and treasurer of the 
Clapp & Treat, Inc., Hartford, 
Conn., dealers in hardware, ma- 
rine and sporting goods, at the 
recent annual meeting of the 
stockholders of the company. 
Ralph F. Hills was elected vice- 
president and Kenneth A. Adams, 
secretary. 





Savogran Crack Filler, | 





| 





R. E. GREENWOOD 


AMERICAN CHAIN NEW 
DISTRICT SALES MGRS. 
The 


Company, 


| that R. E. 


American Chain & Cable 
Inc., has announced 
Greenwood has been 


| snpcianed district sales manager 





of the Chicago territory of the 





R. C. BRENIZER 


American Chain Division, with 
headquarters at 400 West Madi- 
Street, Chicago, Ill., suc- 
ceeding G. B. Kutz, who has been 
transferred to York, Pennsylva- 
nia, as assistant to the general 


son 


manager of sales, American 
Chain Division. 

R. C. Brenizer has been 
appointed Philadelphia district 


sales manager of the American 
Chain Division, with head- 
quarters at Second and Diamond 
Sts., Philadelphia, Pa., succeed- 
ing R. E. Greenwood, trans- 
ferred to Chicago. 














WHOLESALERS’ AND MANUFACTURERS’ ASS'NS 
RECEIVE AWARD OF MERIT AT PHILADELPHIA BANQUET 


sale Hardware Association or- 
ganized in 1894 and the Ameri- 


The fifty-third annual banquet 
of the Hardware Merchants’ and 


Manufacturers’ Association of|can Hardware Manufacturers’ 
Philadelphia was held at the] Association, founded in 1901, 
have for many years used their 
best efforts to advance the in- 


terests of the hardware industry 
|and have done so much toward 
|establishing a spirit of construc- 
tive cooperation and harmonious 
relationships between manufac- 
turers and _ wholesalers, and 


thereby have been instrumental 
in having the hardware industry 
conducted on an extremely ethi- | 
cal basis, and 

“Whereas, the Jury of Award, 





GEORGE A. FERNLEY 


Penn Athletic Club, in that city, 
Thursday evening, Feb. 2. For 
several years past it has been 
customary for this organization 
to select some outstanding man 
in the hardware who 
by his contribution to the indus- 


business 


try and to public service, was 
worthy of an Award of Merit 
from his fellow hardwaremen. 


At the 1939 meeting, it was de- 
cided to honor jointly the Na- 
tional Wholesale Hardware As- 
sociation and the American 
Hardware Manufacturers’ Asso- 
ciation, whose secretaries, George 
A. Fernley and Charles F. Rock- 
well, respectively, accepted spe- 
cial wall plaques made especially 
for the occasion. 

Some 400 members and guests 
were present. That the selec- 
tion received the hearty endorse- 
ment of every one present was 
testified to by the hearty ap- 
plause which followed the an- 
nouncement of their names. Wm. 
Geo. Steltz, president, Supplee- 
Biddle Hardware Co., and presi- 
dent of the organization presided | after mature deliberation has 
as toastmaster and Fayette R. | determined to present the Award 
Plumb, chairman of the Jury of | for the year 1939 jointly to these 
Award, announced the recipients | outstanding organizations, the 
for the 1939 honor and made National Wholesale Hardware 
the Mr. ont, | Aecnedtation, George A. Fernley, 
read the following report of the | secretary, and the American 
Jury of Award, of | Hardware Manufacturers Asso- 
Sieit on dines elt g, | ciation, Charles F. Rockwell, 
Horace Disston and John 5, | own therefore be it 
North as fellow members: “Resolved by te Jay of 

ees te ke tis tekin a acting on behalf of the 

; | Hardware Merchants’ and Manu- 








presentations. 


composed 


- — _ ha Hardware | facturers’ Association of Phila- 
merchants an fanufacturers |delphia to go on record as 
Association to honor the out- | selecting the National Wholesale 


Hardware Association and the 


standing achievements which 
preerne Hardware Manufactu- 


have reflected credit upon the 
hardware industry, and 
“Whereas, the National Whole- behalf of 


achievement on 


86 


rers Association for outstanding | 
the | 





| 








| 
' 


hardware industry, reflecting 
great credit upon it and being 
worthy recipients of our Award 
for the year 1939.” 

Mr. Rockwell in accepting the 
award said: “The jury has been 
most generous in commending 
the services to the industry of 
these two associations, and I am 
sure that this recognition will 
be very gratifying to the officers 
members of both. 
jointly, we have 

something worth 
possible 


and 

“Tf accom- 
plished while. 
it has been through 
continuously cordial relations and 
in which 


mutual cooperation, 


The bronze plaque of the Award of Merit. 





CHARLES F. ROCKWELL 





that able and experienced secre- 
tary, Mr. Fernley, has ever been 
an effective partner. 

“We are proud of this evi- 
dence that our work has the 
approval of the industry which 
But if our association 


we serve. 
merits this citation, credit for 
accomplishment should go not 
alone to those now active; for 


each in his day, many a dis- 
tinguished man has given gener- 
ously of time and effort to the 
evolution and development of 
those fundamental association 
policies which have successfully 
endured these many years. We 
of the present gladly acknowl- 
edge our obligation to the past. 
which has become an inspiration 
for the future.” 

Instead of the customary gold 
medal accompanying the scroll. 
the substitution was made this 
year of a bronze plaque suitably 
inscribed and bearing the re- 
cipient’s name. Those who have 
received the Award of Merit in 
past years are the following: 
Saunders Norvell, Robert H. 
Treman, Frederick H. Payne, C. 
J. Whipple, A. J. Bihler, Dennis 
A. Merriman, and Herbert P. 
Sheets. 


AMERICAN SHEARER CO. 
NAMES SALES COUNSEL 


The American Shearer Mfg. 
Co., Nashua, N. H., has an- 
nounced the appointment of The 
Federated Sales Service, Inc., 
729 Boylston St., Boston, Mass., 
as marketing counsel for its 
Priest clippers. Established in 
1865 the firm manufactures a 
complete line of clippers for 
horses, dogs, and cattle as well 
as for personal home use, barber 
and beauty shops. Joseph K. 
Priest is president of the firm. 

The Federated Sales Service 
will appoint manufacturers’ 
agents to handle the Priest line 
in various territories throughout 
the United States. 


CORRECTION 


In an item published in our 
issue of Feb. 9th, it was an- 
nounced that John H. Towne had 
been elected to the board of di- 
rectors of The Yale & Towne 
Mfg. Co. As a matter of fact, 
Mr. Towne has been a director 
of the company for many years. 
He also served as secretary. Mr. 
Towne resigned as secretary of 
the company as of Jan. 1, and 
was elected chairman of the 
board, as of the same date, to 
succeed Walter Allen, who had 
resigned. 

Fred Dunning, treasurer and 
assistant-secretary, has been 
elected secretary. He will hold 
that position in addition to his 
office as treasurer. 


HARDWARE AGE 
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MEMCO DECORATED 
The New “Moore” Seuelonment 


“MEMCO DECORATED” inadequately ex- 
presses the inherent charm of this newest 
“Moore” development in triple-coated decor- 
ated vitreous enameled kitchen ware uten- 
sils. While the idea of decorated kitchen 
enamelware is not new, the final accom- 
plishment, after a decade of research, of giv- 
ing permanency to brilliant decoration by 
firing it into the vitreous enamel body itself 
is a momentous advance in vitreous enam- 
eled ware for the modern kitchen. 


DECORATIVE PERMANENCY 


"“MEMCO DECORATED” wares present the 
same colorful decoration on kitchen vitreous 
enamelware as you find on porcelain china, 
the permanency of the decorative motive be- 
ing incorporated with the durability of the 
ware. The decorative motives in brilliant 
colors, permanently set against either the 
porcelain white or warm ivory backgrounds, 
have an irresistible appeal. 


This ware Tested and Approved by Good 
Housekeeping Institute, is being supported by 
a National Advertising Campaign. 


THE MOORE ENAMELING & MANUFACTURING CO. 


WEST eATATTEIE FE B.5 OHIO 


THE MOORE ENAMELING & MFG. CO. 
West Lafayette. Ohio 
Plase send me your new 1939 catalog. 











Announcement has been made 
that H. C. Jackson, P. & F. Cor- 
bin Division, The American 
Hardware Corporation, New Bri- 
tain, Conn., is chairman of the 
steering committee for the hard- 
ware industry to assist in the 
conduct of the Two-Bond Law 
Program now being carried on 
by the legislative department of 
the National Association of Cred- 
it Men. Serving with Mr. Jack- 
son on the committee are S. H. 
Munroe, Henry Disston & Sons, 
Inc., Philadelphia, Pa., and J. 
L. Thompson, Yale & Towne 
Mfg. Co., Stamford, Conn. 

The Two-Bond Law Program 
is designed to secure more ade- 
quate and uniform protection for 
all companies supplying materi- 
als directly or indirectly on state 
public works projects. The hard- 
ware industry’s steering commit- 
tee has for its main objective co- 
ordinating efforts to this end 
within the industry and cooperat- 
ing with allied industries that are 
interested in and that will benefit 
from this legislative activity. 

The Two-Bond Law Program 
is of vital interest because in- 
adequate protection has been 
responsible for a large part of 
the bad debt loss in our field. 
It is reliably estimated that the 
construction industry has lost 
over $1,500,000 annually on New 
York State projects alone while 
losses exceeding $500,000 annual- 
ly for the last five years have 
been sustained by material sup- 
pliers on construction of public 
works for the City of New York. 

The same situation in a lesser 
degree exists in other states 
where protection is now non- 
existent or inadequate. While 
almost every state has some form 
of ,bond protection for material 
suppliers on state projects, it is 
found in many cases this protec- 
tion is not adequate, statutory 
nor uniform and that it does not 
cover all situations, all materials 
and all projects. In many states 
there are a series of unrelated 
statutes applying to this subject 
and in some states the bonding 
provisions are confusing and con- 
tradictory. 

A uniform model two-bond law 
has been drafted by the National 
Association of Credit Men’s bond 
and lien committee and its coun- 
sel, Edward H. Cushman, author 
of the Miller Act and a recog- 
nized authority on bonds and 
liens. This model law is pat- 
terned closely after the Miller 
Act and affords worthwhile ad- 
vantages to the state and to sub- 
contractors and all material sup- 
pliers. 


H. C. JACKSON HEADS HARDWARE COMMITTEE 
FOR TWO-BOND LAW PROGRAM 





It applies to every polit- | 





ical unit of a state and provides 
a performance bond to protect 
the public body and a separate 
payment bond that affords cover- 
age on labor and materials on 
all projects in excess of $500. 
Both the performance and the 
payment bonds are for 50 to 100 
per cent of the contract price 
and the latter includes all ma- 
terial whether it is incorporated 
in the project or consumed in the 
prosecution of the public work. 

The model uniform law has 
been introduced in several states, 
and in a number of other states 
amendments have been proposed 
that will make their present pro- 
tection more adequate and un- 
iform. 

All members of the industry 
are invited to participate in the 
Two-Bond Law Program. Chair- 
man Jackson will welcome ques- 
tions and suggestions and will 
advise just how all can be help- 
ful in securing the enactment of 
this beneficial legislation in the 
states where it is most needed. 


H. LESLIE GOULD JOINS 
AMERICAN HDWE. SUPPLY 


H. Leslie Gould has become 
associated with the American 
Hardware Supply Co., 41-43 Ter- 
minal Way, Pittsburgh, Pa. 
Mr. Gould will assist William M. 
Stout, general manager, in mer- 
chandising lines of major mer- 


| chandise, as well as assisting in 


management details. His work 
will also take him in the field 
calling upon the company’s cus- 
tomers. 

Mr. Gould was formerly asso- 
ciated with the Belcher & Loomis 
Hardware Co., Providence, R. L., 
which company is now in the 
process of liquidation. His duties 
there were assistant sales man- 
ager and assistant to the vice- 
president. 





H. LESLIE GOULD 


HARDWARE AGE 
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Executives of Bigelow & Dowse Co. Seated: J. Frankland Miller, 
vice-president; and I. S. Dillingham, president Standing: 
Paine, assistant treasurer, and Jos M. Kennedy, sales manager. 





BIGELOW & DOWSE CO., BOSTON, 
CELEBRATES 100TH ANNIVERSARY 


Bigelow & Dowse Co., Boston,| chain idea in the New England 
commemorated its 100th anni-| territory under the title of Na- 
versary on Feb. 22nd at the| tional Hardware Stores. Dealers 
seventh semi-annual gathering | affiliated with the organization 
of customers of the firm for the| are furnished with a complete 
showing of new merchandise and | monthly merchandising plan in- 
merchandising ideas. As a sou-|cluding everything from new 
venir of the anniversary, the com-| merchandise to advertising ma- 
pany is sending an attractive|terial. There are approximately 
book describing the firm history |300 dealers using this service. 
to every hardware dealer in New| Major lines handled by the firm 
England. include shelf hardware, builders’ 

Bigelow & Dowse Co. began|hardware, housewares, cutlery, 
originally as a retail store in| sporting goods and fishing tackle. 
1839 and has continually ad- Officers of the company include 
vanced and expanded until to-|I. S. Dillingham, president; J. F. 
day it covers the entire New En.- | Miller, vice-president; L. A. 
gland field with a sales force of | Paine, assistant treasurer, and 
20 men. The firm’s policy has|J. M. Kennedy, sales manager. 
always been to sell only to deal-| In commenting recently on 
ers for resale and not to solicit | business prospects for 1939, Mr. 
industrial business of any kind| Dillingham said that he con- 
although every effort is made to| sidered the prospects for sound 
aid dealers to do industrial busi- | business in retail hardware stores 
ness in their towns. In 1934 the| are greater than they have been 
firm pioneered the independent |in many years. 





| 








BEALS, McCARTHY & ROGERS ELECTS OFFICERS 


Beals, McCarthy & Rogers, 
Inc., Buffalo, N. Y., distributors 
of hardware and metals, have an- 
nounced a complete revision of 
its executive personnel with the | 
creation of the new post of chair- | 
man of’ the board. Charles P. | 
Rogers, president since 1929, has | 
become chairman in line with his | 
desire to “lighten his duties.” | 
He is 73. | 

The new president is J. Fred- 
erick Rogers, his son, who started 
with the company “officially” in 
1924 but previously had acted as 
a delivery boy and served in the 
shipping department. Recently 
he had been _ vice-president. 
George F. Evans, formerly gen- 
eral manager, became vice-presi- 
dent and treasurer. The general 
managership has been abolished. 
Eugene P. MécCarthy, secretary 


and treasurer, has been. made 
vice-president and secretary. 














CHARLES P. ROGERS 
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Your customers will go for these new ILCO streamlined 


night latches. They have real sales appeal. The design is 
right, the construction is right—and the price is right. We 
furnish attractively mounted sales producing displays on 
request. Write for catalog and prices. 





No. 222—Modernistic design, handsome black and polished brass 
trimming, accurate pin tumbler cylinders with reversible latch bolt. 


No. 255—Extra rugged in 
appearance, yet replaces any 
standard back set model. 
Furnished with cast brass pin 
tumbler cylinder. Finished in 
black with polished brass 
trimmings. 

No. 256 has die-cast cyl- 
inder. 


No. 241 — Tubular type 
rim night latch, disc-tum- 
bler cylinder, unusually at- 
tractive finish. (Not illus- 
trated) 









No. 210S—New modern design—black and 
polished brass finish. Low in price, but affords 
real security. 


INDEPENDENT 


LOCK COMPANY 


Fitchburg, Mass. 


Branckes in all Principal Cities 


THE SYMBOL OF SUPREME 


LOCK PROTECTION 
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“TACKS,” SAYS THE MONKEY, 
looking me right in the eye. 











A couple of flashy strangers came in while 
the circus was in town — one leading a 
monkey. ‘“What’ll it be, gentlemen,” I 
asks. “Tacks,” says the monkey. “Oh, 
monkey business, is it?” I says, “Well, 
we carry CROSS Sterilized TACKS for 
every purpose. What would you be using 
*em for?” “Hanging some drapes in the 
wagon,”’ the monkey answers. “‘Ah,” says 
I, ‘and how about kitchenware, and paint, 
and linoleum?” 


As they leave, the mon- 
key looks out from his 
load of goods and says, 
“*You got wise quick!” 
“Well, I listen to the 
radio and learn some- 
thing; and I carry 
CROSS Sterilized 
TACKS and sell some- 
thing more! It’s a 


system!”’ 


Sell the Tacks the 
Professionals Use 


W. W. CROSS & CO., 
East Joffrey, N. H. 


| 
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Cross .. 


W. Cross & Co., Inc. 





Sterilized TACKS 


Uniformly Strong—Not a Cripple in a Carload 





90 





POWER MOWER ASS'N IS CITED 


FOR ALLEGED PRICE CONSPIRACY 


(Washington Bureau 
of HARDWARE AGE) 


Nine companies manufacturing 


| practically all the power lawn 





mowers sold in the United States, 
and their association, Power and 
Gang Mower Manufacturers’ As- 
sociation, Chicago, have been 
served by the Federal Trade Com- 
mission with a complaint alleging 
a combination, understanding and 
conspiracy to fix and maintain by 
agreement through the associa- 
tion certain list prices, uniform 
trade-in allowances and uniform 
discounts for the purpose of elim- 
inating price competition among 
themselves. These practices are 
alleged to place in the respon- 
dents the power to control and 
enhance prices; to create in them 
a monopoly, and to unreasonably 
restrain trade in violation of the 
Federal Trade Commission Act. 
Federal, state and city govern- 
ments are an important class of 
the respondents’ purchasers, ac- 
cording to the complaint. 
Respondent companies are: 
Coldwell Lawn Mower Co., New- 
burgh, N. Y.: Jacobsen Mfg. Co.. 
Racine, Wis.: Milbradt Mfg. Co., 
St. Louis; 
troit; Toro Mfg. Co., Minneapo- 
lis; Ideal Power Lawn Mower 


MILCOR STEEL TO OPEN 
BALTIMORE BRANCH PLANT 


Officials of the Milcor Steel 
Company have announced the 
establishment of a branch plant 
and warehouse in Baltimore, Md. 


Formal opening of this new 
branch is scheduled to take 
place on March 1, 1939. The 


installation of machinery, the 
erection of suitable offices and 
the renovating of the building 
which Milcor has chosen to 
house its Baltimore activities, are 
rapidly being completed. The 
entire line of Milcor fireproof 
building materials and _ sheet 
metal building products will be 
carried at the Baltimore branch. 
Metal lath and accessories, sky- 
lights, ventilators, metal ceilings, 
rain-carrying equipment, metal 
roofing and siding, heating prod- 


| Co., Lansing, Mich.; Outboard 
Motors Corp., Milwaukee; Rose- 
man Tractor Mower Co., Evans- 
ton, Ill., and Eclipse Lawn Mower 
Co., Prophetstown, IIl. 

Among specific practices al- 
leged to be performed under the 
agreement are: (1) Fixing and 
maintaining list prices; (2) fix- 
ing and maintaining and adher- 
ing to schedules of uniform trade- 
in allowances for used power 
lawn mowers; (3) fixing and 
maintaining uniform discounts, 
terms and conditions of sale and 
uniform discounts allowed to dis- 
tributors; (4) filing with the as- 
sociation schedules of prices, dis- 
counts, terms and conditions of 
all sales, from which, by agree- 
ment, the respondents have not 
deviated; (5) organization in 
various cities of local distributors 
into associations to maintain the 
prices, uniform discounts and 
terms and conditions of sale as 
fixed by the respondents, and al- 
location of territories and pros- 
pective customers to certain of 





Moto Mower Co., De- | 


the respondents to the exclusion 
of the other respondents, the lat- 
ter agreeing not to solicit sales 


| nor to sell in such territories and 





and fireproof building 
specialties comprise the principal | 
items in the Milcor line. 

R. S. Schmieder has _ been 
officially appointed as manager 
of the new Milcor Baltimore 
branch. Mr. Schmieder started 
with the Milcor Steel Company 
on December 10, 1913. For 
more than 25 years he has been 
engaged in the development and 
sale of Milcor material. For 
several years he was a traveling 


ucts 





to such customers. 


representative of the company. 
In 1919, he was made manage1 
of the metal ceiling department 
and in 1935, he became assistant 
manager of the metal lath and 
specialties division at the Mil- 
waukee office. 

The new Milcor branch is 
located at Fayette & Oldham Sts. 
Baltimore. Milcor now operates 
plants and warehouses in Mil- 
waukee, Wis; Canton, Ohio: 
Chicago, Ill; Kansas City, Mo; 
La Crosse, Wis; Atlanta, Ga.: 
Rochester, N. Y., and New York 
City. 





R. S. SCHMIEDER 


HARDWARE AGE 
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- OBITUARIES 


BENJAMIN P. CLARK 


Benjamin Preston Clark, presi- 
dent of the Plymouth Cor- 
dage Company, North Plymouth, 
Mass., died recently at his home 








daughter. 


WILLIAM E. FOSKETT 

William E. Foskett, vice-presi- 
dent of the Albany Hardware & 
Iron Co., Albany, N. Y., passed 
away at his home in Albany on 
| Feb. 1. He was 7i years of age. 
Mr. Foskett was stricken while 
in his office and died at his 
home a few hours later. 

Mr. Foskett was born in Cam- 
den, N. Y., on Oct. 10, 1867, 
and became identified with the 
hardware business with the 
Shaughnessy Co., Utica, N. Y. 
He came to Albany in 1891 
for the purpose of organizing a 
sporting goods department for 
|the Albany Hardware & Iron Co. 
| Bicycles were extremely popular 
| during that period and Mr. Fos- 
| kett built his business around 
| that particular vehicle, opening 
|a store for the company for that 
purpose. This store was consoli- 
in Boston following an illness| dated with the main establish- 
of several weeks’ duration. He} ment in 1910. He was elected 
was 78 years of age. | secretary of the company in 1909 

Mr. Clark was born in Boston,| and became vice-president in 
attended the Boston Latin School | 1932. 
and graduated from Amherst; He was extremely active in 
College in 1881 where he was| many fields. He was a member 
elected to Phi Beta Kappa. Upon | of the Masonic Fraternity, a 
leaving college he associated | Knight Templar and a member 
himself with the Pearson Cor- | of the Shrine. He was also in- 








BENJAMIN P. CLARK 


dage Company and_ remained |terested in the development of | 


with that firm until 1897 when it | 
was taken over by the McCor- | 
mick Works. Shortly after he | 
became identified with the Plym- 
outh Cordage Company. He 
served for several years as vice- 
president of the company and 
became its president two years 
ago. 

Mr. Clark served for a number 
of years on various committees 
of the Associated Industries of 
Massachusetts and was_ also 
treasurer for a _ period. He 
represented that body on the 
Boston board of zoning and ad- 
justment for a number of years. 
He was appointed a member of 
the Massachusetts State Board 
of Charity in 1917 and was alter- | Work with both the First Metho- 
nate to the State director of | dist Episcopal Church and the 
employment in 1918. He was Kiwanis Club. He was a direc- 
assistant executive manager of | tor and member of the Albany 
the Massachusetts Committee on | Automobile Dealers’ Association, 
Public Safety during this period |a trustee of the City Safe De- 
and Acting State Fuel Adminis- | posit Company, a director of the 
trator in 1923. Mr: Clark was | Tucker-Smith Insurance Agency, 
a director of the United Smelt-|a former vice-president of the 
ing, Refining and Mining Com- | West End Federal Savings and 
pany, treasurer of the Massa- Loan Association and a forme 
chusetts Savings Bank Life | director of the Albany Chambet 
Insurance League and treasurer | of Commerce. He is survived by 
of the Massachusetts Bible So-| his widow, two sons and a 
ciety and the Lincoln House | daughter. 





WM. E. FOSKETT 


youth and was engaged in that 
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Association. He is survived by | 
his widow, two sons and a| 





Planet Jr. Tools 


give your customers 
? am pleke 
e 


It’s smart business to sell Planet Jr. 
Farm and Garden Tools—the tools 
that have everything ! Efficient de- 
sign by men who know gardening ; 
tough, rugged construction—backed 
by a sixty-eight year reputation for 
quality. When you show a Planet Jr. 
tool, you can say with enthusiasm 
and confidence, “‘There is a tool!’’ 





| 







Feature the PLANET JR. NO. 4 (left) — 
a Combination Hill and Drill Seeder, 
Wheel Hoe, Cultivator and Plow — 
a complete, rugged machine at 
low cost. 


Feature the PLANET JR. 
NO. 12 (right)—a popu- 
lar Combined Double 
and Single Wheel Hoe, 
built for years of effi- 
cient service. 





Feature the PLANET JR. NO. 17 

(left)—a time saving Single- 
Wheel Hoe that will do 
years of precise, depend- 


wi CC | 


Feature the PLANET JR. 
NO. 9 (right)—a Horse 
Hoe and Cultivator, 
light and easy to handle, 
j yet strong enough to 
stand incredible strain. =~ ym ail t 


S.L. ALLEN & COMPANY, Inc. 
Also makers of Planet Jr. Garden Tractors 
3483 North Sth St., Philadelphia, Pa. 


Eva e 


FARM AND GARDEN TOOLS 


SATISFY 
CUSTOMERS 
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i. @ Here’s one way to 


increase your sales and profits 
in 1939: Carry a stock of the 
new Rixson Unt-CHEckK Floor 
Checks, and tell contractors,arch- 
itects and building owners that 
you have them! Simple, good 
looking, no bulky hinges, no 
projecting arms... gentle but 
positive closing .. . they sell on 
their merits, at practically the 
same cost as clumsy, projecting 
type overhead door checks. .. 
and bring good profit to you. 


PACKED CONVENIENTLY 
TO CARRY IN STOCK 


For single-acting interior doors, 
> in individual 

carton, com- 

“ab plete for 
} %, installa- 
[ae tion. 






IT } 
PAYS 
TO HAVE 
RIXSON 
UNI-CHECKS 
IN STOCK! 








THE OSCAR C. RIXSON CO. 
4446 Carroll Avenue, Chicago, Ill. 
RIXSON Representatives at — New York: 101 Park Ave. and 2034 
Webster Ave. - Philadelphia: 211 Greenwood Ave., Wyncote, Pa. - Atlanta: 
152 Nassau St. - New Orleans: 1001 Broadway. - San Francisco: 116 New 
Montgomery St. - Los Angeles: 909 Santa Fe Ave. - London, Ontario, Canada. 











(MINAS 
CSCI N80 









UNI-CHECK-—FOR SINGLE-ACTING INTERIOR DOORS 
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RICHARD MOORE 


Richard Moore, retired paint 
manufacturer, died after a six 
months’ illness at his home in 
St. Louis, Mo., recently. He was 
78 years of age. Mr. Moore, the 
son of a retired British army 
officer, was born in Drumcannon, 
County Monaghan, Ireland, and 
came to this country at the age 
of 2i. He learned the paint busi- 


| ness in New York City and went 


to Kansas City, Mo., later mov- 
ing to St. Louis where he became 
superintendent for the Vane-Cal- 
vert Paint Co. He later held a 
corresponding position with the 
Platt & Thornburgh Paint Co. 
until 1901 when he joined in the 
manufacturing firm of the Becker- 
Moore Paint Co. 
Following the death 


of his 


| partner in 1914, he merged his 
| business with that of his brother, 
| the late Benjamin Moore. He 





operated a plant for Benjamin 
Moore & Co. in St. Louis and 
was a stockholder in the corpora- 
tion which had headquarters in 
New York City. He was president 


of the National Paint, Oil and | 
Varnish Association in 1920 and | 
prior to that had been president | 


of the St. Louis Paint, Oil and 
Varnish Club. 

Mr. Moore had been active in 
other fields and had been a mem- 
ber of the local police board and 
a member of the citizens’ com- 
mittee. He had also served as 
president of the board of stewards 
of the Centenary Methodist 
Church and had been superin- 
tendent of the Sunday school. He 
is survived by his widow, a son, 
two daughters, two brothers and 
two sisters. 


C. A. MICHAELS 


Chauncey A. Michaels, New 
York City sales representative of 
The, Washburn Company, passed 
away on Jan. 29th. Mr. Michaels 
had apparently been in good 
health and had returned home 
from a day of business. He died 
while asleep that evening. Mr. 
Michaels had many friends 
throughout the hardware business 
who will deeply regret his pass- 
ing. 


FRANKLIN ALLEN 


Franklin Allen, 79, proprietor 
of the S. Allen Sons Hardware 
Company, Greenfield, Mass., be- 
lieved to be the oldest business 
of any kind in western Massa- 
chusetts, died Feb. 3 in his home 


| after several months of illness. 


A native of Greenfield, Mr. 
Allen went to work in the hard- 
ware store after his graduation 
from Williston Academy. His 
father and the latter’s brother 
were partners in the business 


founded by their father, Sylvester 
Allen, in 1811. 

In 1900 Franklin Allen’s father, 
William Henry Allen, retired, 
and Franklin succeeded him as 
a partner. In 1906 his uncle, 
Franklin R. Allen, died and he 
became sole owner. Mr. Frank- 
lin is survived by his widow, a 
son and a daughter. 


WILLIS F. HOBBS 


Willis Farrar Hobbs, chairman 
of the board of the Bridgeport 
Hardware Mfg. Co., died in the 








WILLIS F. HOBBS 


Bridgeport Hospital, February 11. 
He was 86 years of age. Mr. 
Hobbs was born in North Hamp- 
ton, N. H., and came to Bridge- 
port in 1880. He joined his 
father-in-law in the purchase of 
the American Belt Pin and Tool 
Company, which in 1884 was in- 
corporated as the Wilmot & 
Hobbs Mfg. Co. He organized 
the Bridgeport Mfg. Co. in 1895 
which later incorporated as the 
Bridgeport Hardware Mfg. Co. 
Mr. Hobbs was principal owner, 
president and general manager 
of the firm. He retired as presi- 
dent last November to become 
chairman of the board. 

He was a member of the board 
of directors of the Bridgeport 
| People’s Savings Bank, of the 
| First National Bank & Trust Co., 
| and had served as president of 
the Bridgeport Manufacturer’s 
| Association and director of the 
| State Chamber of Commerce. He 
| had been an honorary vice-presi- 
dent of the Bridgeport Chamber 
of Commerce for a number of 
years. 





DONALD H. MARSH 


Donald H. Marsh, aged 51, 
in the hardware business at 
Waynesboro, Va., for many years, 
died Feb. 2 after an illness of 
several months. He is survived 
by his widow and three children. 





HARDWARE AGE 
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J. L. B. HOLME 


J. L. B. Holme, vice-president 
of John H. Graham & Co., Inc., 
New York City, manufacturers’ 
representatives, passed away on 
Feb. 5 at the age of 76. Mr. 
Holme was born and 
up on his father’s farm at 
Holmesburg, Pa. He worked on 
the farm as a boy and at the age 
of eighteen took a position as 
a clerk in a retail hardware 
store in Philadelphia. He be- 
came identified with John H. 
Graham & Co., Inc., as an entry 
clerk in 1885 and continued with 
the company until the time of 
his death. When the company 
was incorporated in 1924, Mr. 
Holme became one of its vice- 
presidents. He is survived by 
his widow and two children, | 
Agnes and Furnam Holme. 


CLARENCE D. PRATT 


Clarence D. Pratt, 
of the Pratt Paint & Varnish 
Company, Dallas, Texas, died 
recently after a brief illness at 
the age of 73. Mr. Pratt was 
born in Indianapolis, Ind. and 
was graduated from Kansas State 
Agricultural College in 1887 
with the degree of civil engineer. 
He came to Texas as a paint 
salesman in 1889. In 1907 he 
organized the Pratt Paint and 
Paper Co. which firm he sold 
in 1917. In 1920 he organized 


president 


brought | 





the Industrial Paint & Varnish | 


Co. which name was 
recently to the Pratt 
Varnish Company. 

Mr. Pratt was a gnember of 
the Kiwanis Club, Glen Lakes 
Country Club and Dallas Ath- 
letic Club. He is survived by 
his widow, and two 
daughters. 


Paint & 


one son 


WILLIAM J. DUFTON 


William J. Dufton, Clearfield, 
Pa., retired hardware dealer, 
passed away Feb. 2 as the re- 
sult of pneumonia at the age| 
of 89. Mr. Dufton was born in 
Ottawa, Canada, on April 13, 
1850, and came to this country 
while still in his ’teens. He es- 
tablished the Dufton hardware | 
store in 1902 and retired from 
business in 1920 leaving his three 


changed | 





sons, Edward, John and Joseph, 
to continue the business. He is 
survived by his widow, three sons 
and two daughters. 


CHARLES JOHNSON 


Charles Johnson, owner of the 
Johnson hardware store, Calu- 
met, Mich., passed away recently 
as the result of a heart attack 
at the age of 62. 





to this country 40 years ago 
After 15 years in the hardware 


business he started his own firm | 


in Calumet 10 years ago. 


CLIFFORD PAINE 


Clifford Paine, Wolcott, N. Y. 
hardware dealer, died Feb. 3 as 
the result of a heart attack. He 
was 42 years of age. Mr. Paine 
came to Wolcott 15 years ago. H> 
was chief of the local fire depart- 
ment, a member of the Masonic 


Fraternity and a member of the | 
local Chamber of Commerce and | 


Golf 


his 


the Sodus Bay Heights 
Club. He is survived by 
widow and a brother. 


JOSEPH SLOSS 


Joseph Sloss, founder and 
president of the wholesale hard- 
ware firm of Sloss & Brittain, 
San Francisco, Cal., died recently 
from pneumonia at the age of 
73. Mr. Sloss was born in San 
Francisco and was a graduate of 
the University of California. Mr. 
Sloss was also head of the Sloss 
Securities Company. He was a 
former president of the Family 
Club and a member of the Los 
Altos Country Club, the Bo- 
hemian Club and the Argonaut 
Club. He is survived by his 
widow, three sons, Joseph, Jr., 
Henry. and Laurence, and a 
brother, Judge M. C. Sloss. 


RANSOM L. COWAN 


Ransom L. Cowan, buyer fot 
the House-Hasson Hardware 
Company, Knoxville, Tenn., for 
more than 30 years passed away 
recently at the age of 52. Mr. 
Cowan, a native of Jefferson 
City, Tenn., came to Knoxville 


after completing his education at | 
Carson-Newman College. He is | 


survived ‘by his widow and a 
daughter. 


J. BOWIE GRAY, SR. 


J. Bowie Gray, Sr., hardware 


dealer of Wilson, N. C., and a | 


chairman of the Wilson County 
alcoholic beverage control board, 
died on Jan. 25. He was 60 years 
of age. Death was due to a blood 
affection. He is survived by his 
widow, a son and two daughters. 


THOMAS L. SPINKS 
Spinks of La 


Thomas _L. 


| Grange, Ga., died suddenly on 
Jan. 19 at his home as a result 
of a heart ailment at the age of 
48. Mr. Spinks had been engaged 
in the hardware business for a 
number of years with his father. 
Mr. Johnson| the late John S. Spinks. Three 


was born in Finland and came | sisters survive him. 


1939 


NEW 
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SELL 


Light Conditioning in the Bulb 


ITSELF 


New Superlite 
bulb has gentle, 
glare-free glow 
to the very edge. 





















































Ordinary In- 
side Frosted 
bulb has harsh 
filament - glare 







spot. 









The quickest, easiest way 
to sell electric light bulbs 
today is to tie in with to- 
day’s great light condition- 
ing campaign by selling light conditioning in 
the bulb, itself. That means Wabash Superlite 
bulbs! ‘ 


These remarkable new bulbs change harsh, 
glary light into soft, restful, 100% usable 
light. No alterations or installments! No extra 
expense-in-use! It’s real light conditioning for 
the price of bulbs alone! 
Superlites sell—and sell fast! 


No wonder Wabash 


Get full details from your jobber now, or write 
Wabash Appliance Corp., 169 - B2 Carroll 
Street, Brooklyn, N. Y. 


vew WABASH 





THE MODERN LIGHT CONDITIONING BULB 
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In a special anniversary mes- 
sage to industry and the trade | 
this month, Paul C. Nicholson, 
of the Nicholson 


vice-president 





PAUL C. NICHOLSON 


File Company, Providence, R. L., 
points out the significance of the 


NICHOLSON FILE COMPANY OBSERVES 
75TH ANNIVERSARY YEAR IN 1939 





75th birthday of the famous file | 
manufacturing concern. 

“In our commemoration of the | 
Nicholson File Company’s seventy- | 
fifth anniversary,” Mr. Nicholson | 
states, “we are of course observ: | 
ing the three-quarters of a cen- 
tury which has passed since the 
founding of the company. But 
of still greater significance to in- | 
dustry is the observance of an- 
other event that took place con- 
currently with the company’s 
founding; the introduction, by 
William T. Nicholson, of a suc- 
cessful method of cutting qual- 
ity files by machine.” 

The founder’s pioneering in 
quality production was sufficiently 
successful in the sixties and 
Mr. Nicholson states, 
that only 14 years after its 
founding, Nicholson File 
pany was supplying an annual | 
double that of all file 





seventies, 


“oO 


Com- | 


volume 
imports, 

In order to maintain the high | 
standards by William T. | 
1864, and at the | 
-ame time to keep pace with the 
rapidly-growing market that 
came with the machine age, the | 


set 


Nicholson in 


company expanded its activities | 
to include four plants, at Provi- | 
dence, Philadelphia, Anderson, 


Ind., Port 


and Hope, Ontario, | 
much of whose equipment 


was | 
The | 
today manufactures 
Nicholson, Black Dia- 
and McCaffrey files and 
rasps and Nicholson X.F. Swiss 


built by the company itself. 
company 
genuine 
mond 


Pattern files, as well as the com- 
mercial brands including Ameri- 
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can, Arcade, Eagle, Great West- 
ern, Kearney & Foot. McClellan 
and J. Barton Smith. 


BOOSTERS TO HEAR TALK 
ON PUBLIC SPEAKING 


The February meeting of the 
Hardware Boosters will be held | 
at Busto’s Restaurant, 11 Stone | 
St., New York City, on Friday, | 
Feb. 24. Granville B. Jacobs, | 
B.S., M.S., will be the speaker | 
of the evening. His subject will | 
be “Thinking and Talking on | 
Your Feet and Strategy in Deal- | 
ing with People.” Mr. Jacobs 











G. B. JACOBS 


has had wide experience as an 
instructor in public relations as 
well as in positions in sales pro- 
motion and sales training work 
with the Celotex Corporation of 
Chicago. 


COMPLETE PLANS FOR 
PACKAGING CONFERENCE 


Details of the program for the 
ninth conference on packaging, 
and shipping. to held con- 
currently with the ninth Pack- 
aging Exposition at the Hotel 
Astor, New York City, March 7 
to 10, 1939, have been announced 
by the American Management 


Association, the sponsoring or- | 
| 


be 


| exposition will be the showing 


| Harvard, 
| a panorama 


| provements 
| and experimental work that 
| being carried on in the field of 


ganization for the conference 
and exposition. The exposition, 
it is stated, will comprise the 


largest showing of machinery, 
equipment, supplies and ma- 
terials for packaging, packing 


and shipping ever held in this 


country and will feature the 
products of approximately 75 
firms. 

One of the features of the 


of all packages entered in com- 
petition for the eighth Irwin D. 
Wolf Awards for distinctive 
merit in packaging. 





REVERE ADVANCES BOWERS 


Revere Copper and Brass In- 
corporated has announced the 
appointment of Keith C. Bowers, 
formerly of its St. Louis office, | 
to the position of sales represen- | 
tative in western Missouri and 
Kansas with headquarters at 325 | 
Ward Parkway, Kansas City, Mo. | 





alin’ } 
MADE PURCHASING AGENT | 
FOR ARGENTINE FIRM 


Buyers International, American 
Furniture Mart, Chicago, export 
buying agents, have been ap- 
pointed purchasing agents in the 
United States for H. C. Soquel 
& Cia, Buenos Aires, Argentina. 


STARLINE SALESMEN A 


Sales representatives of Star- 
line, Inc., recently attended a 
four-day convention which was 
held at the Starline factory in 
Ill. Beginning with 
of the company’s 
progress in farm equipment over 
the past 50 years, the salesmen 
were shown new products, im- 
and the designing 


Is 


new items. 

Among many 
shown were the patented Star- 
line roll-up window for 
barns or basements, the Up-and 


the products 


steel 


Over garage door set, the Star- 
Rust Shield for stanchion 

the licensed taper top 
curb for eliminating bruised 
briskets and knees; the new 
High Lift litter carrier; Cannon 


line 


posts, 








WILEY SALES MANAGER OF 
AMERICAN IRONING MACH. 


Alfred S. Reed, president of 
the American Ironing Machine 
Company, Algonquin, IIl., manu- 
facturers of the Simplex Ironer, 
has announced that “Joe” Wiley 
has been appointed general sales 
manager of the firm. Mr. Wiley 
for many years was sales and ad- 
vertising manager for Altorfer 
Bros., and more recently in 
charge of sales promotion for the 
laundry division of the Norge 
Corp. The American Ironing 


| Machine Co. is now a subsidiary 
| of the Barlow & Seelig Mfg. Co., 


Ripon, Wis., manufacturers of 
Speed Queen washers, ironers, 
and refrigerators. 


UNION MFG. CO. ACQUIRES 
ORIGINAL PATTERNS 


The Union Manufacturing 
Company, Inc., Boyertown, Pa.. 
has announced that it has pur- 
chased all original patterns and 
flasks of the Mount Penn Stove 
Works, Reading, Pa., including 
all stoves in a 56-year old line. 
The company also states that it 
is in a position to immediately 
furnish all authentic parts made 
over the original patterns. 


TTEND FIRM MEETING 


Ball easy rolling door hangers 
and the line of ventilators. Much 
of the time was spent in the 
Starline “torture chamber” where 
company products undergo tests 
to determine strength and qual- 
ty. The salesmen also witnessed 
tests on several new products 
which will be announced later. 

Much of the success of the 
convention was due to the effi- 
cient planning of H. B. Megran, 
secretary; Charles Minot, gen- 
eral sales manager; Robert G. 
Ferris, in charge of design and 
experimental departments, and 
Wilbur Higgins, head of the 
wholesale-jobber sales. J. E. 
Manshardt of Naperville, for the 
third consecutive time, won the 
B. B. Bell Trophy for doing the 
outstanding job of selling during 
the past year. 





Salesmen who attended the recent Starline, Inc. convention at the company factory 





in Harvard, Ill. 
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UIRES | é a 2 . ON DISPLAY! 


ce . > Ay Women Everywhere 
» Pa, — 1 Ne | Praise their Comfort 
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Proven highly successful in 1938, Swaggerette 


that it 


diately sales are rapidly growing for retailers through- 


; made f . ; . out the country — making them year around 

| @ . profits. The combined advantages of being BIGGER 
snag-proof, water-proof, dirt-proof, heat- 
resistant, more comfortable to wear and 1939 
more useful, make these colorful, smartly 
styled chore gloves instantly appealing to 


angers , : 3 Ii § ae — real sales leaders. Be sure you have NATIONAL 
Mucl éj ~ ¥ waggerettes in stock — keep them out front 
in ya ; — cash-in on the National advertising reach- ADVERTISING 
—. ir ity ing millions of women in Good Housekeeping, 
where \ ———=a { Ladies’ Home Journal, American Home and PROGRAM 
1 \ : American Weekly magazines. 
qual- 
nessed 
‘oducts 
later. 
of the 
ie effi- 
legran, 
oe. DeLuxe Dairy Goods are built to give satis- 
e a. 


faction all around. The items are satisfying 
mn and to you because of their ready salability— 

and with a fine margin of profit. They are satis- 
nf the fying to your customers because of their 
.£ long-lasting qualities and their unique fea- 
; ; i tures of construction. And we, too, get a de- 
woken gree of satisfaction out of the knowledge that 
on the we are building the CREAM LINE of Dairy 
ng the Goods. Ask your Jobber’s Representative 


during about DeLane Dairy Goode. PUT Swaggeretied ON DISPLAY NOW FOR THE 
SCHLUETER MFG. CO., ST. LOUIS, MO. BIG HOUSECLEANING AND GARDEN SEASON 


GET THIS PROFIT DEAL 
Beautiful three-color counter display mer- 
chandiser containing one dozen pair packed 
individually in Cellophane. 2 pair Small, 8 
pair Medium, 2 pair Large — 6 pair Green, 
3 pair Salmon, 3 pair Black. 

Cost $3.60 dozen. Retail $5.88. Your Profit 
$2.28. Order from your regular supplier 
or write today. 


Yo adibisiters Mfg. Co. EDMONT MANUFACTURING CO. 


COSHOCTON, OHIO 


ae 
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EDWARD J. BARCALO, CHAIRMAN OF BARCALO 


MFG. CO.; 


After 43 years as president 
of Barcalo Manufacturing Com- 
pany, Buffalo, N. Y., Edward J. 
Barcalo at the annual meeting 
Jan. 27th was elected chairman 
of the board of directors. Nelson 
M. Graves who joined the firm 
in July, 1937, as vice-president, 
was elected president. Mr. 
Graves is a former president of 
the Buffalo Chamber of Com- 
merce and formerly was a direc- 
tor and vice-president of the 
McDougall - Butler Company, 
Buffalo paint manufacturers. He 
is 43 years old. 

Other officers named are Charles 
Vallone, vice-president; Alban 
W. Kirton, secretary; Mrs. Fran- 
ces A. Chandler, treasurer; Ger- 
ald N. Abt, assistant secretary 
and Geoffrey Letchworth, Jr., as- 
sistant treasurer. The Barcalo 
board of directors was increased 
from six to eight with the addi- 
tion of Walter J. Monro and Mr. 
Graves. Sales direction remains 
under the supervision of A. W. 
Kirton, tool sales manager, and 
Gerald N. Abt., field sales man- 
ager. Mrs. Chandler is the first 


NELSON M. GRAVES, PRESIDENT 


women ever to become an officer 
of this company. She joined 
Barcalo 20 years ago as a clerk. 
Through successive promotions 
she became both credit manager 
and office manager. 

The Barcalo Manufacturing 
Company was organized April 19, 
1896, with Edward J. Barcalo as 
president. The plant occupied 
some 6000 sq. ft. and the em- 
ployees numbered six. Today 
Barcalo occupies eight large 
buildings that cover a total of 
five acres. From the original six 
employees, an average of approx- 
imately 300 are now engaged in 
the making of Barcalo products. 

Mr. Barcalo has for years been 
one of the leaders of industrial 
and civic affairs in Buffalo and 
Western New York. He gained 
nation-wide publicity from the 
company’s recently inaugurated 
practice of giving employees de- 
tailed statements on finances and 
operations of the company. His 
election to the chairmanship ot 
the board of directors by no 
means indicates retirement as is 
so often the case. 





C. DONALD DALLAS, AUTHOR 
OF “YOU AND YOUR MONEY” 


C. Donald Dallas, president of 
Revere Brass & Copper Co., 
Rome, N. Y., is author of a new 
book “You and Your Money,” 
which has recently been released 
by Prentice-Hall, Inc., New York 
City. Mr. Dallas states in this 
new work that the only formula 
for providing work and _ prosper- 
ity is to produce with the aid 
of science the greatest possible 
amount of goods with the least 
possible amount of human labor, 
marking each lowering of cost 
of production by an increase in 
wages and decrease in selling 
price, thereby expanding the 
market for and the use of the 
product. 


STANLEY CONTEST CLOSING 
DATE EXTENDED 


Announcement has been made 
by Stanley Works, New Britain, 
Conn., that the closing date of 
the company’s window display 
contest for builders’ hardware 
windows has been extended from 
March 31 to April 15. 

The company is offering $300 
in awards for winning windows 
featuring builders’ hardware, the 
idea being to encourage a display 
of builders’ hardware in retail 
hardware stores. First prize is 


$100; second prize, $75.00; third 
prize, $50.00, and fourth prize 
$25.00. In addition there are five 
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additional prizes of $10.00 each. 
Window displays need only con- 
tain 50 per cent of Stanley items 
but they must all include the 
new five-piece window display 
material and the window sticker 
which Stanley will furnish to 
all contestants. Displays must be 
maintained for a two-week period 


during March and all entries 
must be sent to the Contest 
Editor, care of the company, 


who will furnish all details rela- 
tive to the contest. 





G-E STARTS SIX-WEEK 
AIR CONDITIONING TOUR 


During the course of a one- 
day press conference at the Gen- 
eral Electric Co. air-condition- 
ing institute, Bloomfield, N. J., 
announcement was made that 
the company’s entire selling or- 
ganization would conduct a six- 
weeks’ coast-to-coast tour for the 
purpose of promoting air-condi- 
tioning equipment. Announce- 
ment was made by J. J. Donovan. 
manager of the G-E_ air-condi- 


tioning department, who added 


that all main distribution points 
would be touched during the 


course of the tour. 


Seven officials of the depart- 
ment will make the tour. These 


include Mr. Donovan, Elliott 
Harrington, manager of commer- 
cial engineering and _ cooling 


sales; A. E. Pierce, manager oil 
furnace sales; 
manager gas furnace sales; S. 


H. C. Williams, 








Martin, Jr., manager product 
division; B. F. Slye, dealer and 
distribution operations, and 


Glenn Gundell, advertising and 
sales promotion manager. Two 
days will be spent in each of 
the 15 cities to be visited and 
details of sales campaigns for 
all lines of equipment and ad- 
vertising and promotion plans 
will be fully discussed at each 
regional session. 





WHEELING STEEL BUYS 
ATLAS SUPPLY CO. 


Announcement has been made 
that the Wheeling Steel Corp., 
Wheeling, W. Va., has purchased 
the Atlas Supply Co., Muskogee, 
Okla., distributor of oil country 
supplies, operating 16 stores in 
the oil districts of Texas, Okla- 
homa and Kansas. There will be 
no change in the policy and the 
Atlas organization will continue 
to operate unchanged under J. H. 


_McDonald, president. 


“GENEVIEVE BLUE” GUEST 
L. A. POT & KETTLE CLUB 


A record breaking crowd 
turned out for a recent luncheon 
of the Los Angeles Pot and Ket- 
tle Club to meet and great Mada- 
line Lee, the young lady who 
portrays the part of “Genevieve 
Blue” Andy’s dumb secretary on 
the NBC Amos ’n’ Andy pro- 
gram. A continuous flow of ques- 
tions from members brought out 
many interesting facts about the 
personalities of this famous radio 
team. Harry R. Terhune, local 
representative of Harpware AGE, 
was chairman of this meeting. 
The sports committee reported 
the forming of a permanent 
bowling schedule with competing 
teams from the “left” and “right” 
wings. Past president W. S. Mc- 
Cune gave a brief report of the 
Associated Pot and Kettle Clubs 
meeting in Chicago. Favorable 
comment was made on the excel- 
lent showing of the affiliated 
clubs in all parts of the country. 





ROSENBERG HEADS EMPIRE 
CITY SUPPLY ASS'N 


Mack Rosenberg, R. & B. 
Hardware Co., Inc., has been re- 
elected president of the Empire 
City Supply Association, New 
York City. This makes Mr. 
Rosenberg’s third consecutive 
year in office. Other officers re- 
elected are: vice-president, Max 
S. Rosenfeld, M. S. Rosenfeld 
Bros., and Charles Brown, 
Brown’s Hardware & Supply Co. 
The association announces that 
plans are being completed for its 
fifth annual banquet which will 
be held at the Hotel New Yorker, 
New York City, April 29, 1939. 








MITCHELL ATLANTA SALES 
MANAGER FOR REMINGTON 


Clyde C. Mitchell has been 
appointed sales manager of the 
Atlanta District of Remington 
Arms Co., Inc., officials of the 





CLYDE C. MITCHELL 


company have announced. His 
appointment was effective Feb. 1. 
Mr. Mitchell, formerly assistant 
sales manager of Remington’s 
Minneapolis District, succeeds 
Frank E. Morancy, resigned. He 
has had many years of ex- 
perience in the arms, ammuni- 
tion and cutlery business. Head- 
quarters of the Atlanta District 
are 1518-19 Healey Building, 
Atlanta, Georgia. 

Mr. Mitchell entered the em- 
ploy of the Remington Arms Co., 
Inc., April 1, 1911. He repre- 
sented the company in Wiscon- 
sin from that year until 1928, 


when he was transferred to 
Columbus, Ohio, as _ assistant 
sales manager. Remaining in 
Columbus until 1935, he was 


again transferred, this time to 
Minneapolis as assistant sales 
manager. Known throughout the 
trapshooting world, Mr. Mitchell 
is one of the nation’s outstanding 
shooters. He has won the 
national professional doubles 
championship on two occasions, 
1928 and 1937, the national 
open championship in 1931. 


PERSING PRESIDENT 
CLYDE CUTLERY CO. 


Announcement has _ recently 
been made that L. M. Persing 
has been elected president of 
the Clyde Cutlery Co., Clyde, 
Ohio, succeeding the jate R. B. 
Jones. Other officials of the 
company who have been ap- 
pointed include D. C. Richmond. 
vice-president and treasurer; J. 
M. Sloan, secretary; K. B. Mann, 
assistant secretary. Mrs. R. B. 
Jones has been elected a director 
for the period of her husband’s 
term. 
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FOR 1939 





A Knockout in 


Streamlined Sales Appeal 


The appearance, strength, neatness and freedom from 
complicated mechanism of these new mowers will show 


you at a glance the SALES APPEAL they have 
for the prospective buyer. 

For 1939 the HOMELAWN will be 
the choice of wise dealers who are 
looking for something that is new and 
in step with the times. 
TORO HOMELAWN 
mowers will be stocked 
by leading jobbers and 
sold on a fair profit 
basis. j 


Why not write 
today? 


TORO 
MANUFACTURING 
CORPORATION 


Minneapolis Minnesota 














B / $84.50 
| $98.50 


RETAIL 


y TORO 
HOME LAWN 


Built in Two 
Sizes 
18 and 21 Inch 


Send for 
Special Circular 














FEBRUARY 23, 
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“TE had that Mid-States fence up now for a good 
many years. It's the best fence | ever bought, and 
| haven't spent a nickel for repairs or replacement in 
all these years!” 


That's what farmers are telling us about our fence, and 
that's what farmers will tell you after you've sold them 
Mid-States fence. 


For Mid-States lasts longer and stands up better. The 


Star Benhur deine 
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“NOT A 
NICKEL 


FOR 
REPAIRS!" / 


patented “‘Galvannealed” process sees to that! This 
process fuses a heavy zinc layer right into the copper- 
bearing wire. 
Your customers do the crowing about the Mid-States 
fence you sell them—not us! And that means: 

It pays to sell Mid-States fence! 


MID-STATES STEEL & WIRE CO. 
DEPARTMENT M-92 CRAWFORDSVILLE, IND. 


MID STATES 


PATENTED 


LANL” ENCE 














COMMISSION APPROVES PURCHASES 
OF LANDS FOR WILDLIFE REFUGES 


The Migratory Bird Conserva- 
tion Commission has approved 
the proposed acquisition by the 
U. S. Biological Survey of addi- 
tions to 21 refuges, in 18 states. 
The approvals apply to 101 pro- 
posed transactions involving 18,- 
219 acres. 

An addition of 6,180 acres to 
the White River Migratory Bird 
Refuge in Arkansas and one of 
2,508 acres to the Delta Refuge 
in Louisiana were among those 
approved. Additions of more than 
1,000 acres each were approved 
for the Rice Lake and Tamarac 
Refuges, in Minnesota; the Hart 
Mountain Refuge, in Oregon; 
and the Bombay Hook Refuge, in 
Delaware. 

Other refuges to receive addi- 
tions, varying from 983 to eight 
acres, include the following in 
order of size of additions: Valen- 
tine, in Nebraska; St. Marks, in 
Florida; Moosehorn, in Maine; 





Bitter Lake, in New Mexico; 
Union Slough, in Iowa; Long 
Lake, in North Dakota; Arkan- 
sas, in Texas; Squaw Creek, in 
Missouri; Lower Souris, in North 
Dakota; Montezuma, in New 
York; Seney, in Michigan; Hut- 
ton Lake, in Wyoming; Ruby 
Lake, in Nevada; Willapa Har- 
bor, in Washington; and Swan 
Lake in Missouri. 

The Migratory Bird Conserva- 
tion Commission includes the 
Secretaries of Agriculture, In- 
terior, and Commerce; Senators 
Key Pittman, of Nevada, and 
Charles L. McNary, of Oregon; 
and Representatives Sam D. Mc- 
Reynolds, of Tennessee, and 
James Wolfenden, of Pennsyl- 
vania. Secretary of Agriculture 
Henry A. Wallace is chairman. 
Rudolph Dieffenbach, chief of 
the Biological Survey’s division 
of land acquisition, is secretary 
of the Commission. 





FETTERMAN CO. HANDLES 
GOVERNMENT BUSINESS 


Announcement has _ recently 
been made of the organization of 
The Fetterman Company, Washi- 
ington, D. C., for the purpose of 
handling government business 
exclusively. This company, which 
is affiliated with the Fetterman 
Hardware & Electric Co., the 
Fetterman Plumbing & Supply 
Co., and the Fetterman Builders 
Supply Co., maintains a trained 
personnel whose duty it is to 
constantly keep in touch with the 
various government departments 
and their purchasing agents. 

Among the services rendered 
by the Fetterman Company are: 
acquainting government purchas- 
ing agents with the firm’s prod- 
ucts by personal contact and 
supplying them with descriptive 
literature; assisting in writing 
new specifications to conform to 
company products; inspecting 
bids; arranging for bid and per- 
formance bonds; forwarding bid 
reports with full data; investiga- 
tion of rejections; supplying 
Federal specifications; and with- 
drawing of bids. 


AUTOMATIC RADIO MFG. 
CO. NEW REPRESENTATIVES 


F. P. Altschul, vice-president 
in charge of sales for the Auto- 
matic Radio Manufacturing Co., 
Inc., Boston, Mass., has an- 
nounced the appointment of 
Arthur Freed and Al Saphin of 
New York as sales representa- 
tives on all products of the com- 
pany in the metropolitan New 
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York and northern New Jersey 
territories. The new offices and 
show room of the firm will be 
located at 230 Fifth Ave., New 
York City. The company has 
also announced that a new line 
of home, automobile and portable 
radios will soon be ready for 
the trade. 


MacDONALD TO REPRESENT 
SPEED QUEEN IN EAST 


Norman C. MacDonald, New 
York City, has been appointed 
Eastern seaboard representative 
for Speed Queen washers, iron- 
ers, and refrigerators, according 
to V. F. Hannon, general sales 
manager of the Barlow & Seelig 
Mfg. Co., Ripon, Wis. Mr. Mac- 
Donald was for over 10 years 
divisional sales manager for At- 
water Kent, and in later years 
functioned in a similar capacity 
for the Leonard Division of the 
Nash-Kelvinator Corporation. 





SCHWABACHER PRESENTS 
WATCHES FOR SERVICE 


Morton L. Schwabacher, presi- 
dent of the Schwabacher 
Hardware Co., Seattle, Wash., 
wholesale hardware distributors, 
presented gold watches to 14 
members of the staff in com- 
memoration of services with the 
company of from 25 to 39 years. 
The presentation was made at 
the recent get-together banquet 
of the firm which was attended 
by 45 executives, department 
heads and assistants and sales- 
men. Those who received watches 
were Rae C. Johnston, Bert D. 





Jones, Gus A. Buerk, Z. Taylor, 
Jesse R. Schoenfeld, Henry J. 
Lochow, Harry A. Seymour, Earl 
M. Mumford, James P. Cum- 
mings, James Mullen, J. G. Mc- 
Connell, E. A. Polachek, R. J. 
Rhodes and George R. Rippy. 


MAINE WHOLESALE FIRMS 
CONSOLIDATE 


Consolidation of the Emery- 
Waterhouse Company, Portland, 
Maine, and the Rice and Miller 
Company, Bangor Maine, has 
been recently announced. Charles 
L. Hildreth, newly elected pres- 
ident of the Rice and Miller 
Company, states that the firms 
will remain unchanged and will 
retain their present names. The 
Emery-Waterhouse Company was 
established in 1842 while the 
Rice and Miller Company was 
founded in 1817. 

Other officers of the Rice and 
Miller Company include John 
N. Carpenter, Bangor, vice-presi- 
dent; Roscoe L. Crockett, Ban- 
gor, general manager, and Hor- 
ace A. Hildreth, Portland, clerk; 
board of directors: Charles L. 
Hildreth, Horace A. Hildreth, 
L. D. Marshall and William T. 
Cleveland, all of Portland, and 
Roscoe L. Crockett, John N. 
Carpenter and James T. Sullivan, 
of Bangor. 


HAWKINS CO. ANNOUNCES 
DIRECT MAIL CAMPAIGN 


The Hawkins Co., South 
Britain, Conn., manufacturer of 
Blake & Lamb steel traps has 
announced an intensive direct 
mail campaign to hardware 
dealers throughout the country, 
reiterating the company’s policy 
of exclusive distribution through 
wholesaler to retailer at prices 
to meet mail order competition. 
These plans are an extension of 
the successful direct mail cam- 
paign used last year. 


NEW SIMMONS CATALOG 


The Simmons Hardware Com- 
pany will shortly release a new 
hardware catalog. It will be in 
both loose-leaf and bound form. 
The loose-leaf catalog will be 
placed in stores with provision 
for a regular maintenance ser- 
vice. In several major respects 
this new Simmons catalog is said 
to be unique, even revolutionary 
in its development. 

The catalog lists many items 
not carried in the average hard- 
ware stock in addition to all the 
usual hardware items. Reference 
to the catalog permits constant 
comparison and a usable guide 
for competitive pricing. 





LEONARD APPOINTS 
DISTRIBUTORS 


Appointment of six firms as 
distributors of Leonard electric 
refrigerators has been announced 
by E. R. Legg, general sales 
manager, Leonard Refrigerator 
Division of the Nash-Kelvinator 
Corporation, Detroit, Mich. The 
new distributors are: 

A. H. Marshall Company, Inc., 
of Plattsburg, N. Y., which will 
handle the company’s products in 
northern New York. The Otasco 
Supply Company, Tulsa, Okla., 
which will distribute the com- 
pany’s refrigerators throughout 
Oklahoma and in a small portion 
of Arkansas. The company oper- 
ates 39 stores in Oklahoma and 
has 27 associate stores throughout 
this state and Kansas. The Magic 
City Appliance Company, Bir- 
mingham, Alabama, territory of 
which is the northern portion of 
Alabama. Page-Williamson, Inc., 
Charlotte, N. C., serving the 
western part of North Carolina 
and all of South Carolina. The 
Enger Supply Company, Minnea- 
polis, Minn., territory of which 
includes the greater part of 
Minnesota and also western Wis- 
consin. The Morris Distributing 
Company of Binghamton, N. Y., 
which distributes products in 
southern central New York and 
in northern Pennsylvania. 





NEW APEX DISTRIBUTOR 
IN NORTHWESTERN OHIO 


C. W. Smith, sales manager, 
Apex Rotarex Corporation, Cleve- 
land, Ohio, manufacturers of 
cleaners, washers and _ ironers, 
has appointed the Gerlinger 
Equipment Company, Inc., of 
Toledo, Ohio, as Apex distributor 
for the full line of Apex appli- 
ances. Gerlinger Equipment Com- 
pany, Inc., will serve the western 
part of Ohio and the southeast- 
ern tip of Michigan. 





BIGGERS AND KNIGHT 
MADE BANK DIRECTORS 


John D. Biggers, president of 
the Libbey -Owens-Ford Glass 
Co., and William W. Knight, 
vice-president of Bostwick-Braun 
Co., have been appointed direc- 
tors of the Toledo Trust Co., 
Toledo, Ohio. 





SOSS INCREASES 
SALES STAFF 


The Soss Manufacturing Co., 
with general offices and plant at 
Roselle, N. J., has just added to 
their selling staff Ben. G. Gesing, 
Cleveland, Ohio, and The Hafer 
Co., Dallas, Texas. They will 
cover the territory adjacent to 
their headquarters. 
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Year for Doo-Klip o 
This Year Doo-Klip Gives You 


1. BIG NATIONAL AD CAMPAIGN vi \h 


2. NEW DISPLAY MATERIAL \ Ah 
3. AN IMPROVED SHEAR | 
4 

















NEW—STRONGER 






sec Wo Le fox HANDLE PREVENTS 
HARDWARE see |S SPREADING 
WEEK CO-  \) \\\\y — | 


\ ii _—_ Another Best Seller— 
OPERATION " _ The Doo-Klip 


@ Check your Doo-Klip stocks now, for 1939 is going to bring an all-time high Long-Handled 
for sales of Doo-Klip Grass Shears. A powerful national advertising campaign Shear (Height 43") 


appearing in all the better home and garden magazines will reach nearly 4,000,000 . 

prospects. It will tell them of Doo-Klip superiorities, about National Hardware Used Standing SOLD 
Week, and send them into your store ready to buy. Ask your jobber now_about Erect—Featured ONLY 
the greater profit opportunities on Doo-Klip Grass Shears and other Doo-Klip in National THROUGH 
tools this year. Ads! voun 
ALLIANCE MFG. CO. ALLIANCE, OHIO JOBBER 











STEP UP YOUR PROFITS WITH 





BRINGS McKINNEY QUALITY HARDWARE 
TO EVERY HOME OWNER 


=. eS 


THE STATELY MANSION THE MEDIUM PRICED HOME THE HUMBLE COTTAGE 
McKINNEY MANUFACTURING COMPANY - PITTSBURGH, PA. 















DESIGNERS AND MANUFACTURERS OF GOOD HARDWARE FOR 73 YEARS 
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CASTERS 


YOU ARE 
MISSING AN 
OPPORTUNITY 
TO SELL MORE 
CASTERS... 


..- give greater satisfaction 
to your customers... and 
make more profit for your 
store. 

Write for the new booklet, 
“How To Sell Casters.” You 
will find it an interesting 
story! 








Bassick 








THE BASSICK COMPANY 
Bridgeport Connecticut 








How’s the Hardware Business? 


(Continued from page 62) 


skates, which were valued at $518,- 
095, and exports of wheelbarrows, 
valued at $221,714, the Department 
listed these products and the value 
of their exports during 1938: Fish- 
ing rods, $172,879; golf balls, $45,- 
139; bee-keeping equipment, $44,- 
813; bicycles, $78,395; windmills, 
$723,240; safety razors, $151,844; 
electric fans, $645,398; vacuum 
cleaners, $558,621; grindstones, 
$122,720; railroad spikes, $186,529; 
horseshoe nails, $179,720; and boat 
oars and paddles, $19,216. 


* * * 


Hunting on Increase—Sports- 
men in the United States and 
Alaska paid $11,348,006 for 6,860,- 
010 hunting licenses in 1937, the 
latest year for which figures are 
available, says the U. S. Biological 
Survey. Federal migratory-bird 
hunting stamps brought an _ addi- 
tional $783,039 in the same period, 
bringing the total for licenses and 
Federal duck stamps to $12,131,045. 
The Federal stamps, at one dollar 
each, are required of waterfowl 
hunters in addition to State licenses. 
These reports, says the Biological 
Survey, show that the number of 
hunters is increasing. License re- 
turns in 1937 were nearly a million 
more than in 1936, when there was 
also an increase of nearly a million 
over the preceding year. Federal 
duck stamp sales increased from 
448,204 in 1935 to 603,623 in 1936 
and to 783,039 in 1937. 


= =. @ 


FHA Loans—Marking the 
first anniversary of the liberalized 
National Housing Act, Federal 
Housing Administyator Stewart Mc- 
Donald, cited on Feb. 10 a total of 
more than $1,000,000,000 of busi- 
ness written on the FHA books in 
a year. More than 100,000 indi- 
vidual homes have been built or 
started, all of them approved by 
FHA before construction, since the 
passage of the amendments on 
Feb. 3, 1938, Mr. McDonald said. 
In addition, more than 400,000 home 
owners, farmers and small business 
men have modernized or altered 
their properties during the year 
through the restored Property Im- 
provement Credit Plan. Approxi- 
mately 12,000 family units have 
been provided in large scale rental 
housing projects put into operation 
or under construction during the 
same period. The FHA is handling 
nearly three times as much business 
at the present time as a year ago, 


according to the Administrator. Dur- 
ing January construction was started 
on new dwelling quarters for 10,000 
families, financed with FHA insur- 
ance mortgages, including more than 
7000 new single family homes com- 
menced under FHA inspection and 
more than 3000 family units in 
rental housing apartments for 
which ground has been broken. 
* * * 


Industrial Progress—While it 
may seem that general business and 
industry are moving sluggishly, or 
perhaps just holding their own this 
month, many elements of the latest 
weekly reports are encouraging. 
Steel production, cotton _ textile 
manufacturing and _ building of 
homes expanded, compared with the 
preceding week. Bank clearings 
were in larger volume. Automobile 
output gained, but less than the 
normal amount at this season. Sales 
and earnings statements of the 
larger corporations for 1938 have 
not been altogether cheerful, but 
in most cases the last quarter 
trend has been encouragingly up- 
ward. If some sort of mental tonic 
is needed to restore a wider opti- 
mism, the first quarter earnings 
statements should furnish the stimu- 
lant. The opening quarter of last 
year saw a decline in trade and in- 
dustrial activities that brought 
much anxiety. This quarter the con- 
trasting improvement is notable in 
nearly all lines. 

eo. & @ 

Better Sales—Retail hard- 
ware sales during recent weeks are 
variously reported as encouraging 
or disappointing—yet in nearly 
every instance acknowledged as 
better than a year ago. The variance 
has largely hinged upon the ir- 
regularities of the weather. No 
sooner had Dun’s opening weekly 
survey for February reported favor- 
able shopping weather in most sec- 
tions of the country, which brought 
substantial gains in retail trade, 
than new waves of extreme cold 
brought a_ setback to shopping 
throughout most of the North. How- 
ever, this survey reports early 
February retail sales averaged 2 to 
7 per cent over the corresponding 
1938 period, with wholesale better- 
ment at least as notable. From the 
hardware stores comes _ frequent 
comment that higher priced lines 
are moving more readily, tending 
not only to pull up dollar totals, 
but also to broaden profit margins. 
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8,746,881 
ROBERTON SALES MESSAGES 
to the readers of 
TIME 
AMERICAN HOME 
BETTER HOMES & GARDENS 


@ Hard- hitting promotion. Con- 
centrated in the peak months of 
lawn mower sales. The Rober- 
ton Electric is an appliance you 
can sell. Instant appeal. Pulls 
itself. Easy to demonstrate. Sells 
at a new low price. 

Nationally distributed by 
General Electric Supply Corp. 
branches and leading hardware 
and electric distributors. 


REACHING YOUR 


Cuts mowing effort as much as 90% BEST CUSTOMERS 


Priced to sell homes with medium-sized lawns 


Roberton + Spttoe Neco“ for 
H H oberton’s merchandising 
Selling at a New Low Price story, 8,746,881 Mes- 
sages.”’ Learn how Rober- 
ton opens a big new pro- 


« Precision built; reel and cutter bar are fit field. 


3/1000ths of an inch apart... Rubber tires, 
no exhaust, no cutting clatter... Easy han- 
dling, trim as you mow... No complicated 
parte... 


ROBERTON MANUFACTURING COMPANY 
202 Sheridan St., Michigan City, Ind. 


Sales demonstrations made easy. 






















AND 





70 years has marked progress for Mermaid Sponges and 
Amsco Chamois... progress that spells dollars and cents for 
you. Ask your best friend ... your jobber ... about Special 
70th Anniversary Offers and Free Displays. 


New York ” San Francisco 
SINCE 1869 














Want a Good Position? 


The quickest and surest way of securing a 
good position is through the Classified Oppor- 
tunities Department of Hardware Age. 


Hardware Age will put you in touch with 
Hardware concerns who want help and look 
for it in the Trade-paper that reaches the 
greatest number of readers. 


Send your copy with remittance to 


HARDWARE AGE 
Classified Oportunities Dept. 
239 West 39th St.. New York City 








.-eAn Ideal arrangement 
for those attending the 
convention of 


THE AMERICAN HARDWARE 


MANUFACTURERS ASS’N 
New Orleans April 17-20 









































FIRST CLASS 


14, DAYS TOUR 


to Fabulous and Fascinating 


NEW ORLEANS 


and Return 













10% days sailing—4 days in New 
Orleans (including hotel room and 
bath and four sightseeing trips). 


MINIMUM FARES FROM NEW YORK: 


If one If two 
in hotel in hotel 
room room 




















S.S. DIXIE will sai! from New York Wednesday, 
April 12, at 4 P.M., arrive New Orleans 7 A.M., 
Tuesday, April 18, sail on the return voyage from 
New Orleans at 11 A.M., Saturday, April 22 and 
arrive at New York 8 A.M., Thursday, April 27. 

The “all-expense” tour at the above fares in- 
cludes meals and accommodations in FIRST 
CLASS OUTSIDE STATEROOMS on the steamer 
in both directions, transfers between the ship 
and selected hotel in New Orleans, and four 
glamorous sightseéing trips—one being a Gay 
Night Life Tour of cabarets and casinos in New 
Orleans and outlying parishes. 

Those who cannot spare the time for the round 
trip by steamer might consider using the DIXIE 
either going or returning, traveling by rail in the 
opposite direction. CIRCLE TOUR FARES, without 
the New Orleans hotel and sightseeing features 
that figure in the tour fares displayed above are 
available, varying according to the rail route and 
return time limit selected. 





























Early application for reservations is advisable 





H. H. GRAY, General Passenger Agent 
535 Fifth Avenue, New York 
"Phone MUrray Hill 2-8400 


SOUTHERN PACIFIC 


““Morgan Line” 
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Electrite indies | 
make votume ales 


because they 


all stock 


Low in cost 
Fully insured 
Five Year Service Guarantee 





When fencing costs are slashed 80%, 
every farmer is a prospect for safe, prov- 
en Electrite Fencers that hold all stock 
under all soil and weather conditions. 
Priced to meet and beat mail order 
and chain store competition, Electrite 
still provides every important mechan- 
ical feature to talk about that high- 
priced fencers offer. Electrite has a 
proven record of five yearsin use in 
every state ofthe Union. Electriteisthe 
only low-priced Fencer good enough to 
carry Products Liability Insurance pro- 
tectionfor Dealers. When a Fencer offer- 
ing so much, costs so little, no wonder 
leading dealers everywhere are selling 
Electrite and winning satisfied customers 
that boost them to friends and neigh- 
bors. Electrite Fencers—sold only by 
hardware jobbers and their dealers—is 
your exclusive line. Itis supported by 
a dealer sales help program that works 
—yours without charge. Ask your 
jobber or write direct for colorful liter- 
ature and complete information on high 
line, battery, or farm plant models. 


Electrite Fence Company 
229 Knilans Bidg. Whitewater, Wis. 
Properly licensed under U.S. Reissue Patent No. 19,922 
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Legislation Affecting Hardware 
Dealers. in 43 States 


(Continued from page 47) 


sures affecting hardware merchan- 
disers except where they have 
been already subjected to a test 
vote that may indicate their pas- 
sage or rejection. 

Legislatures now in session con- 
vened between the first and third 
Mondays of January and devoted 
much of their first weeks to pre- 
liminary organization and ap- 
pointment of committees. While 
a large number of bills have been 
introduced, activity in most cases 
has been limited principally to 
emergency measures. 

A definite picture of proposals 
under consideration receiving the 
attention of hardware trade groups 
and hardware merchandisers ap- 
pears in the following state-by- 
state summary. Where action had 
been taken by a legislative com- 
mittee or a branch of the legisla- 
ture up to the time HARDWARE 
AGE went to press, such action is 
indicated. In most cases, how- 
ever, bills sponsored by hardware 
groups as well as those intro- 
duced by groups and individuals 
outside the trade had not pro- 
ceeded beyond the introduction 
stage. 


Résumé by States 
ALABAMA—The state’s 2 per 


cent sales tax has been made perma- 
nent, with all exemptions removed. 

The state’s progress in rural elec- 
trification, marked by an increase 
from 11,000 to 50,700 in the number 
of rural homes wired for electricity 
in the past three years, was cited by 
Gov. Bibb Graves in his recent mes- 
sage to the legislature. “Electricity 
is indispensable,” the governor said. 
“For farm women, it means release 
from drudgery. For housewives, it 
means easier and better housekeep- 
ing. To local dealers in every county, 
this program has opened a virgin 
market for the sale of labor-saving 
electrical appliances.” 

ARIZONA—A senate bill would 
make compulsory recording of chat- 
tel mortgages with the county re- 
corder. 

ARKANSAS—A bill to give 
firms repairing electrical equipment 
a lien on articles repaired or ser- 


viced has passed both houses of the 
legislature and sent to the governor 
for his signature. After three weeks 
of committee hearings, the House 
Committee on Revenue and Taxa- 
tion approved two chain store meas- 
ures. They now go to the floor of 
the house for a vote, carrying com- 
mittee amendments that the tax 
should be based on the total number 
of stores whether located within or 
outside the state. One measure sets 
a levy of $15 monthly or $180 yearly 
on each store and makes no exemp- 
tions; while the other sets a levy of 
$21 monthly or $250 yearly and ex- 
empts chain lumber yards, utilities 
and filling stations. 

Re-enactment of the state’s 2 per 
cent sales tax was well on its way. 
A Senate bill seeks a companion 
“use tax” at the same rate to be as- 
sessed against purchases made from 
mail order houses and other sources 
outside the state. It would also ap- 
ply to repairs on motors, appliances 
or any other article in which any 
tangible property is sold or con- 
sumed. 

A Senate committee is studying a 
bill to authorize municipalities to 
regulate soliciting by local ordi- 
nance. After hearing lengthy argu- 
ments, Senate committees took no 
action on a bill to license, tax and 
regulate itinerant merchants and an- 
other measure to place a limit on 
interest and service charges by in- 
dustrial banking concerns and loan 
companies. Both await action by the 
upper house. 


CALIFORNIA—tThe administra- 
tion’s announced intention of en- 
couraging the organization of co- 
operatives is being opposed by hard- 
ware and other trade groups. A bill 
seeking $15,000,000 for the promo- 
tion of cooperatives is in the as- 
sembly. J. V. Guilfoyle, secretary- 
treasurer of the Southern California 
Retail Hardware Association, has 
pledged his organization’s efforts to 
maintaining the state fair trade act 
and the unfair trade practices act, 
declaring “they are of material as- 
sistance and benefit to ethical mer- 
chandising and the maintenance of 
continuance of individual initiative 
and independent merchandising.” 
An assembly bill would create a 
state trade commission to enforce 
fair trade legislation, consisting of 
three members to be named by the 
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governor to serve at $5,000 annually. 

A chain store measure similar to 
one passed in 1935 but subse- 
quently defeated by voters at a 
referendum is in the assembly. It 
would levy a graduated tax rang- 
ing from $3 on one store to $250 
per store in excess of 20. A move 
to gain the same end is being taken 
through a referendum petition. Sig- 
natures of 8 per cent of the voters 
casting ballots for all gubernatorial 
candidates in the last election are 
needed to place the measure on the 
ballot. 

Other bills would tax itinerant 
merchants $10 annually and require 
a $250 bond, and would levy a 1 per 
cent tax on conditional sales con- 
tracts. The state unemployment 
reserves commission has recom- 
mended that employers of one or 
more persons, in place of the pres- 
ent four or more, be brought under 
the unemployment compensation act. 

The California legislature, after 
devoting three weeks to introduction 
of bills, has adjourned until March 6. 
Legislators will be allowed to in- 
troduce only two bills each on their 
return to Sacramento next month. 


COLORADO—A house bill would 
regulate industrial loan and small 
loan companies. 

Efforts to repeal the fair trade, 
the unfair trade practices and chain 
store tax laws are being made. 
Hardware dealers are opposing vigo- 
rously moves to erase the first two 
measures, whileerepeal of the chain 
store tax law is not expected to suc- 
ceed, as voters last year rejected 
such a proposal and indicated ap- 
proval of the tax. 


CONNECTICUT — Bills before 
the legislature would repeal the fair 
trade act of 1937 and would levy a 
$50 chain store tax. 


DELAWARE-—A fair trade act 
designed to protect trademark own- 
ers by prohibiting sale of merchan- 
dise below set minimum prices was 
introduced late in January. 


GEORGIA—A house bill seeks 
repeal of the rolling store, or itin- 
erant merchant, tax act. 


IDAHO—Gov. C. A. Bottolfsen 
has urged that a sales tax proposal 
be submitted to the people in a 
referendum, declaring it “one of the 
most equitable that can be devised 
if it takes the place of another tax.” 
Idaho voters two years ago balloted 
a 2 per cent retail sales tax off the 
statute books. Bills introduced, nei- 
ther of which has been given a 
hearing, would make it a nuisance 
to peddle goods from house to house, 
and would require all trucks and 
trailers to be conspicuously lettered 
with the name and address of the 
owner. 


ILLINOIS—tThe legislature has 
given final approval to extension of 
the 3 per cent sales tax to July 1, at 
which time it will drop to 2 per cent. 
A pending bill would repeal the 
sales tax entirely and substitute a 
2 per cent manufacturers’ tax. 

Automobile dealers have caused 
introduction of a house bill to re- 
strict sales tax collection on automo- 
bile sales to actual cash involved, 
eliminating the tax on the amount of 
the purchase price represented by 
a trade-in. Amendments will be of- 
fered to extend the provisions to 
household appliances and other ar- 
ticles taken as trade-ins by retail 
dealers. 


INDIANA—A measure reducing 
the gross income tax for retailers 
from 1 to one-half of 1 per cent has 
been approved by the house ways 
and means committee. Approval by 
the house is expected. Meanwhile, 
approximately 300 “little business- 
men” of western Indiana voted a 
tax strike, declaring their action 
would cover 2,200 retailers in six 
counties. The demand is for a re- 
duction to one-quarter of 1 per cent 
in the gross income levy with the 
present $3,000 exemption retained. 
The committee-approved house bill 
would lower the exemption to $1,000. 






INCREASE 


YOURS WITH 





New and improved models with ex- 
clusive features will bring bigger sales 
volume to your store. Exclusive fea- 
tures make longer profits possible. 


FOR INSTANCE— 


@ Dexter Twin-Tub Washers cut washing 
time in two—get soiled clothes cleaner 
and whiter. 


@ Dexter-Built, rust-proof Aluminum Wring- 
ers are exceptionally desirable. 


@ Dexter Gearings run smoothly and quietly 
through years of hardest service. 


@ Dexter sales assistance brings prospects, 
helps close sales. 








Retail prices on these attractive 
Dexter Washers begin at $39.95 
and range upward in easy steps. 








The 1939 line comprises 










eight beautiful stream- 
lined electric models, four 
with Dexter gasmotor. 
Write today for profit- 
producing, exclusive agency 


Other bills would prohibit utili- 
FLORIDA—Gov. Fred P. Cone ties from merchandising appliances, 





has reiterated his opposition to a 


markedly increase chain store taxes, 





sales tax, indicating he would not and prohibit municipal utilities from eee 
approve such a measure if passed financing appliance sales through DE xT ER 
by the legislature which convenes the Federal Electric Home and Farm COMPANY 


April 4. G. Pierce Wood, speaker- 
elect of the house, who in 1935 in- 
troduced a sales tax measure, said 
he would not vote for a sales tax 
“until something has been done to 
revise the present taxes.” He said 
he believed the public would demand 
repeal of the present one-half of 
1 per cent gross receipts tax. 
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Authority. 

G. F. Sheely, managing director 
of the Indiana Retail Hardware As- 
sociation, has pledged active opposi- 
tion to proposed wage-hour legisla- 
tion and any effort to eliminate the 
individual reserve account in favor 
of the pooled plan in the unem- 
ployment compensation law. 










FAIRFIELD, IOWA 
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You May Be Missing 
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Heater Cord Set with 
‘*Sealed-in’’? Heater 
Plug 











| Handy Pull Tex- H 
tolite Heater Plug Vacuuni Clekinen | 
Replacement 


Cord Set 





Plug Fuses ; 


Twin Tap 





Place G-E heater cords, extension cords, 
replacement cords, triple taps, heater 
plugs, fuse plugs, etc., on your counter, 
call your customers’ attention to them 
and watch extra sales pile up. 
Practically everyone entering your store 
needs one or more of these devices. 
They are packed for counter display 
and will almost sell themselves. The 
G-E monogram on each piece stands 
for quality, dependability, safety— 
your customers know that. 

If you aren’t already adding these fast- 
moving items to each sale you make, 
start now. Get your share of this plus 
business. For furtherinformation about 
the G-E line of over-the-counter mer- 
chandise, see the nearest G-E Mer- 
chandise Distributor or write to Section 
D-9352, Appliance and Merchandise 
Department, General Electric Com- 
pany, Bridgeport, Connecticut. 


GENERAL { ELECTRIC 














IOWA—The Iowa Hardware 
Dealers Association has endorsed a 
chain store tax measure known as 
the community preservation bill. The 
organization is also backing legisla- 
tion patterned after the Oklahoma 
law to prohibit utilities from mer- 
chandising appliances. Hardware 
dealers were planning to join in a 
“march on Des Moines” scheduled 
for February 21 in a move to gain 
passage of identical house and sen- 
ate bills providing a tax ranging 
from $10 per store on chains from 
two to 10 stores up to $550 per store 
on chains having more than 500 
units. The “march” was sponsored 
by the Independent Business Men’s 
Association of Iowa. Independent 
merchants have taken encourage- 
ment from Governor George A. Wil- 
son’s address to the legislature, in 
which he said, “We should be alert 
to prevent any unfair trade prac- 
tices which will inequitably hamper 
the continued growth of local busi- 
ness and enterprise.” The Iowa State 
Bar Association is seeking repeal of 
the use tax. 


KANSAS—Carrying the endorse- 
ment of the Kansas Legislative Coun, 
cil, measures seeking chain store 
taxation and anti-price discrimina- 
tion laws are before the legislature. 
A hearing on the latter measure was 
held Feb. 6, but decisive action had 
not been taken. The chain store tax 
bill set the same schedule of licenses 
provided by the pending Iowa meas- 
ure and would base the tax on the 
total number of stores owned, 
whether in or outside the state. 

A Senate bili would remove all 
implements, tools and machinery 
used to produce goods which are 
subject to the sales tax from appli- 
cation of the sales tax. A similar 
provision submitted sas an amend- 
ment to a house bill exempting foods 
from the sales tax levy was killed. 

Standards for electrical equipment 
along with registration of electrical 
contractors would be provided by a 
house bill establishing an electrical 
administration board. Another house 
measure would license and regulate 
itinerant merchants. 

Advocates of chain store and anti- 
price discrimination legislation cite 
a portion of Gov. Payne Ratner’s 
message to the legislature in sup- 
port of their proposals. “I recom- 
mend that this session adopt legisla- 
tion which will encourage home- 
owned business; that will eliminate 
unfair competition and discrimina- 
tion, preventing destructive practices 
that are injurious to the consumer 
and independent business,” the gov- 
ernor said. “I suggest that this ses- 





sion consider legislation that will 
bring about an equitable distribu- 
tion of the tax burden between 
home-owned and foreign-owned busi- 
ness.” 


MAINE—A chain store tax bill 
similar to a law repealed two years 
ago after being in force four years 
has been introduced, as has an un- 
fair sales act providing goods sold 
at retail carry a markup of at least 
10 per cent from cost price. Hard- 
ware dealers and other independent 
merchants are seeking a small claims 
court to facilitate legal collection of 
overdue accounts, and are prepared 
to oppose any sales tax measure. 


MARYLAND—Many hardware 
dealers have joined with representa- 
tives of other business groups in 
opposition to tax and labor propo- 
sals detrimental to their interests as 
a state-wide group of the American 
Federation of Little Business Men. 


MASSACHUSETTS— While not 
among recommendations of the ad- 
ministration, a proposed sales tax is 
the subject of a vigorous campaign 
between opposing groups. Massa- 
chusetts is one of the few states 
without a sales tax. Other bills be- 
fore the legislature would establish 
an unfair sales act to bar below-cost 
selling and amend the law relative 
to closing out sales to give greater 
protection to established merchants. 


MICHIGAN—Trade-in values 
would be credited for sales tax pur- 
poses, providing the tax be com- 
puted only on the difference between 
the trade-in allowance and the pur- 
chase price, under terms of an as- 
sembly bill. 

A committee named by the former 
administration is working on recom- 
mendations for legislation to control 
“evils” in installment selling, while 
the legislature has before it a recom- 
mendation of the Consumers’ Bureau 
of the State Department of Agricul- 
ture regarding chain store tax legis- 
lation. The bureau advised that the 
state go slow in adopting anti-chain 
store legislation as “the consumer as 
a purchaser in the retail market 
benefits from the existence of chain 
stores” although “the social benefits 
from legislation may offset the eco- 
nomic costs.” A house bill would 
repeal the present chain store licens- 
ing law. Another measure receiving 
consideration is an unfair sales law. 
Meanwhile, the fate of the state’s 
use tax, companion measure to the 
sales tax law, is in doubt. It is in- 
volved in suits launched in Wayne 
County Court at Detroit. 
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MINNESOTA—A senate bill 
would levy a license fee of $75 on the 
first vehicle and $50 on each addi- 
tional vehicle used by itinerant mer- 
chants, while a house bill would ex- 
empt electrical apparatus used for 
experimental purposes from claims 
of creditors. In his inaugural ad- 
dress, Governor Harold E. Stasson 
said that “notwithstanding the acute 
financial condition that we inherit, 
we shall not have a sales tax.” 
Amendments to the fair trade law 
and the unfair trades practice law, 
both enacted at the 1937 session, will 
be sought to make them more satis- 
factory to retail merchants. 


MISSOURI—Many legislative 
observers in mid-February were of 
the opinion that a Senate bill calling 
for a fair trade act and bearing the 
signatures of 16 of the State’s 34 
senators, would die in the Senate 
judiciary committee. A similar bill 
passed by the house during the 1937 
session met such a fate. Only four 
of the bill’s sponsors are among the 
11 members of the committee. 

Three bills—to re-enact the 2 per 
cent sales tax which would expire 
December 31, to make more strin- 
gent collection provisions by licens- 
ing merchants delegated to collect 
the levy, and to enact a companion 
use tax—have been incorporated in 
one measure by the house ways and 
means committee and recommended 
for passage. 

There is considerable discussion 
concerning an.upward revision of 
the sales tax to 3 per cent, but Gov- 
ernor Lloyd Stark, who has ex- 
pressed opposition to increased 
taxes, would be in a position to veto 
such a measure. 


MONTANA—Increased chain 
store license fees and a 2 per cent 
transaction tax to finance a $50 
a month old age pension proposal 
are provided in recently introduced 
bills. A house bill would put teeth 
into the state unfair trade practices 
act by giving additional power to the 
state trade commission for enforce- 
ment of the act. Bills to repeal 
plan 2 of the workmen’s compensa- 
tion act, providing that employers 
may insure workmen with private 
underwriters, were killed in both 
houses of the legislature. 


NEBRASKA—A new unfair 
trades act providing for a minimum 
6 per cent markup has been intro- 
duced to replace one found uncon- 
stitutional by the state supreme court 
last year. Another bill would amend 
the anti-discrimination statute to 
place the burden of proof on the 
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defendant. Bills providing minimum 
standards for installation of elec- 
trical equipment and wiring died in 
the senate public works committee. 


NEVADA—An itinerant mer- 


chant licensing and bonding meas- 


‘ure, similar to one passed by the last 


session and vetoed by former Gover- 
nor Kirman because of a defective 
title, has been introduced in the 
assembly. A senate bill proposes 
registration of all trademarks on 
goods sold in Nevada at $5 each per 
year, with a penalty of giving per- 
mission to anyone else to use the 
trademark in the state. A similar 
measure was vetoed four years ago 
by Governor Kirman when holders 
of trademarks protested it as a 
shakedown. 


NEW HAMPSHIRE—Retail 
merchants are seeking amendments 
to the Hawker and Peddlers Act and 
the Itinerant Vendor Act to clarify 
the definitions and the limitations 
of the state law. Legislation to con- 
trol fake auctions is also being 
sought. 


NEW JERSEY—Hardware deal- 
ers have joined with other retailers 
in opposition to a proposed 3 per 
cent gross receipts tax. The 1936 
legislature repealed a sales tax fol- 
lowing an extended campaign, 
leaders of which predict that the 
proposed gross receipts tax will pass 
the legislature if strong opposition 


is not registered. A measure to curb ° 


the unscrupulous activities of itin- 
erant merchants is being prepared 
for introduction. 


NEW YORK-—In his budget 
recommendations submitted to the 
legislature January 30, Gov. Herbert 
H. Lehman asked a tax of two-tenths 
of 1 per cent on business turnover 
to raise an estimated $30,000,000. 
While admitting it was, in effect, a 
sales tax, to which he has always 
expressed opposition, the governor 
said that it was “one which could 
not be handed on to the consumer.” 

Meanwhile, the Association of 
Towns asked a retail sales tax to 
yield between $135,000,000 and 
$150,000,000 a year to practically 
relieve local government of relief 
financing. An unfair sales act, or 
loss leader bill, has been introduced 
in both houses of the legislature. 
Two previous attempts to enact such 


a bill failed. 
NORTH CAROLIN A—A bill to 


reduce the tax on bulk seed sales 
for stores doing less than $100 worth 
of seed business a year from $10 
to $1 has been given a favorable 
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report by the agricultural committee. 
The same bill would place a stamp 
tax of $1 on cartons of less than 48 
dozen packages of garden and flower 
seed. 


NORTH DAKOTA—A use tax 
bill was given a favorable committee 
report and sent to the floor of the 
house. ‘A chain store tax bill is be- 
ing prepared for introduction in the 
senate, while another measure would 
require chain retail institutions to 
keep locally inventories and records 
in state branches. 


OHIO—Amendment will be 
sought to a bill sponsored by auto- 
mobile groups providing that sales 
tax payment be made only on the 
difference in price between the old 
car turned in and the new one pur- 
chased to include similar provisions 
for household appliances and other 
merchandise. 

John B. Conklin, — secretary- 
treasurer of the Ohio Hardware As- 
sociation, . states hardware dealers 
are prepared to oppose measures 
seeking a heavy license tax for all 
merchants selling rose bushes, 
shrubs and other nursery stock to 
restrict such business to nursery- 
men and a proposed luxury tax bill 


which would affect sale of sporting 
goods, radios, refrigerators and other 
items. Support will be given an un- 
fair sales bill prohibiting sale of 
merchandise for less than cost plus 
8 per cent. 


OKLAHOMA—A chain store tax 
bill providing a graduated levy start- 
ing at $10 for members of a chain of 
from two to 10 stores and running 
to $1,500 for stores in a chain of 
500 or more units is in the house 
committee on revenue and taxation. 
Governor Phillips, despite his vote 
against such a measure when a 
member of the legislature, is said 
to look kindly toward the proposal. 
Re-enactment of the 2 per cent sales 
tax and the companion use tax for 
a period of two years has been 
recommended by the governor. A 
recently introduced house bill would 
prohibit unfair sales, while another 
would regulate operations of itin- 
erant merchants. 


OREGON—Although Gov. 
Charles A. Sprague in his inaugural 
address expressed opposition to a 
sales tax, Sen. Staples, of Tilla- 
mook, was having a measure to levy 
a 2 per cent tax on general sales 
drafted for introduction early in 
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Bolts 
Nuts 
Rivets 


A GOOD BOLT AND NUT 
SPECIFICATION ANY TIME— 
ANY PLACE—FOR ANY JOB. 


When you need stock replacements in double 
quick time, contact OLIVER. We maintain a 
complete line of standard sizes and lengths ready 
for immediate shipment, the year around. Blanks 
are also carried in stock for quick manufacture of 
unusual lengths. 





February. A house measure would 
levy a graduated chain store tax 
ranging from $5 each for stores be- 
tween two and five to $200 each for 
stores in excess of 20. 


PENNSYLVANIA—Hardware 
dealers are uniting with other re- 
tail groups in opposition to a state 
tax revision commission proposal to 
levy a 3 per cent tax on gross re- 
ceipts of all retail business. 


SOUTH CAROLINA—While 
Chairman T. Wright Cox, of the 
house merchants and mercantile 
committee, declared he opposed a 
general state sales tax but predicted 
“it’s coming sooner or later,” inde- 
pendent merchants of 20 counties 
laid preliminary plans for organized 
opposition to such a proposal. A 
temporary organization has been set 
up, to become active when a sales 
tax measure is introduced in the 
legislature. 


SOUTH DAKOTA—Gov. Har- 
lan Bushfield has recommended 
dropping the sales tax from 3 to 
21% per cent. Recently introduced 
bills would tax chain stores from 
$1 to $250 per unit, depending upon 
the number of establishments opera- 
ted under one management, and 
would regulate itinerant merchants. 


TENNESSEE—A house bill 
would increase the privilege tax on 
itmerant merchants, or “rolling 
stores”, from $40 to $200. A sales 
tax is being urged to bolster de- 
clining state revenue. 


TEXAS—Gov. W. Lee O’Daniel 
has asked a 1.6 per cent transaction 
tax on all business to finance social 
security. Opponents of the measure, 
including all retail trade groups, 
term the tax a sales levy several 
times multiplied. A house joint 
resolution would impose a 3 per 
cent sales tax for the same purpose, 
while a house bill would levy a 2 per 
cent sales tax. Other bills would 
tax itinerant vendors and add Texas 
to the 43 states with fair trade 
legislation. A move to repeal the 
present chain store tax law is ex- 
pected. 


UTAH—Final approval by the 
governor has been given a measure 
to permit industrial loan concerns 
to handle financing paper covering 
a period of more than a year. The 
state fair trade commission, report- 
ing after a year of operation that 
its activities have brought elimina- 
tion of unfair and “vicious” trade 
practices, is seeking amendments to 
clarify and strengthen the fair trade 
act and the unfair practices act. 
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Senate committees are holding bills 
to regulate conditional sales, to im- 
pose a license tax on itinerant mer- 
chants and peddlers, and to tax 
chain stores. 


VERMONT —Discussing growth 
of cooperative organizations in his 
inaugural address, Gov. George D. 
Aiken suggested standardization of 
legislation under which cooperatives 
are organized, laws to require an- 
nual financial reports, and to au- 
thorize the state to make an audit 
of any cooperative when requested, 
the expense of the audit to be paid 
by the organization. 


WASHINGTON—A use tax to 
extend the 2 per cent sales tax to 
purchases made outside the state 
has been introduced, as has a chain 
store tax measure, an unfair sales 
bill, and a bill to prevent for- 
feiture of conditional sales contracts 
for delinquency without 90 days 
notice if substantial part of the pur- 
chase price is paid. No decisive 
action had been taken on any of 
the measures. 


WEST VIRGINIA—A chain 
store tax bill and unfair sales 
measure have been introduced. 


WISCONSIN—Hardware dealers 
are closely watching for an ad- 
ministration - suggested luxury tax 
bill to examine the definition of 
luxuries. 


WYOMING—Among a flood of 
bills introduce@ on January 31, the 
last day for introduction of inde- 
pendent measures, were proposals 
to tax chain stores, to impose the 
sales tax on the difference involved 
when goods are traded in or bought 
second hand, to regulate and license 
itinerant merchants, and to exempt 
from the use tax articles deliverable 
to Wyoming firms or individuals 
registered as retailers under the act. 
All have been referred to com- 
mittees. An earlier-introduced bill 
would repeal the state use tax. 


Payment by Note 
OMETIMES business men take 


notes from customers unable to 
pay delinquent accounts in cash. 
This may be the customer’s own note 
or the note of some relative or 
friend believed to be financially re- 
sponsible. 

If the note goes bad, is the busi- 
ness man who took it prevented by 
law from suing the customer for 
the money? In two recent cases 
debtors who gave notes claimed that 
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the note constituted payment even 
though the note itself was not made 
good. 

While it is true that the ordinary 
taking of a promissory note for a 
debt or an obligation is not pay- 
ment unless the note itself is paid at 
maturity, nevertheless if the creditor 
takes the note on the understanding 
that it is to constitute absolute pay- 
ment of the debt, he cannot there- 
after hold the debtor for the original 
obligation if the note goes bad. 
Thus, if a debtor were to give a 
merchant the note of a relative or 
friend in absolute and final settle- 
ment of the debtor’s obligation, the 
merchant would have to rely upon 
the note and could not thereafter 
sue the original debtor. 


Exports of Toys Increase 
While Imports Decrease 


Exports of toys from the United 
States were valued at $3,427,018 in 
1938 compared with $3,349,813 in 
1937, an increase of about one per 
cent, according to the Specialties 
Division, Department of Commerce. 
Canada with purchases .valued at 


$966,246; United Kingdom, $598,- 
859; Union of South Africa, $344,- 
400; Cuba, $214,282; and Australia, 
$140,086, were the principal coun- 
tries of destination for toy exports 
in 1938, it was stated. 

Miscellaneous toys, except rubber, 
were first-ranking in point of value 
among the classes of toys exported 
during the year and were valued at 
$1,813,524. Exports of mechanical 
toys were valued at $468,988; rub- 
ber balloons, $457,611; wheel goods 
and parts, $315,971; dolls and parts, 
$307,198; and rubber toys and 
balls, $165,726, statistics show. 

Imports of toys in the United 
States in 1938 were valued at $1,- 
699,912 compared with $3,422,552 
in 1937, a decrease of approximately 
50 per cent, it was stated. Japan 
was the principal source of imports 
of toys during the year but the 
$1,009,368 trade with that country 
was less by approximately 60 per 
cent compared with 1937. Germany’s 
participation in the year’s trade 
was valued at $443,248, a decrease 
of 20 per cent, while imports from 
Czechoslovakia decreased by 20 per 
cent compared with 1937 to total 
$102,400, according to the Depart- 
ment of Commerce. 








More Sales with Star Blades 





STAR HACK SAW BLADES 


have stood for quality and leader- 
ship since 1879. The first molybde- 
num steel blades were pioneered 
by the Famous STAR copper-fin- 
ished “Moly.” Now, new litho- 
graphed metal boxes are another 


STAR achievement. 


You'll make more sales by carry- 


ing a complete stock. 





% HAND AND POWER—TUNGSTEN AND "'MOLY" 


STAR HACK SAW BLADES 


CLEMSON BROS., INC. 


MIDDLETOWN, N. Y. 


“PACKED IN MODERN METAL BOXES 
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THE 
PERFECT 
HEXAGON -MESH 
NETTING 

LOCK-TWIST Weave 


More Uniform 
Stronger, more rigid 
e oh, on ; 


Vv 
Rolls out flat 
Easier to handle 
Stretches perfectly 
COSTS NO MORE 





Buyers recognize the 
superiority of U.S. 
HEXLOK Poultry Net- 
ting the moment they 
see it. The smocth, 
symmetrical design (he 
strong, uniform con- 
struction, the all ‘round 
finished workmanship 
stamps it immediately 
as a quality product— 
easier to show, easier 
to sell, more satisfac- 
tory in every detail to 
dealer and consumer. 


U.S. HEXLOK is made 
of longer-lasting Cop- 
per-bearing Steel Wire, 

ure zinc galvanized. 
Readily available from 
your jobber in one or 
two-inch mesh, Gal- 
vanized Before cr After 
Weaving; all standard 
widths, 12 to 72inches. 







THE 
ORIGINAL 
STRAIGHT-LINE 

NETTING 


Strai; line wires 
Loc ap joints 


Oo ; G 
Prey ~ULTRY NE TTING Easy to handle and cut 
cosTs NO MORE 


U.S. STRAITLOK 
Poultry Netting is wo- 
ven like farm fence with 
straight, parallel line 
wires running its full 
length. 


It is more economical 
to use because it re- 
quires no wood top-rail 
or baseboard; takes 
fewer posts. It is ideal 
for building poultry runs 
because it can be taken 
down and re-stretched 
as needs demand. 


U.S. STRAITLOK 
also is made of Copper- 
bearing Steel Wire 

ure zinc galvanized 
Before or After Weav- 
ing. One or two-inch 
mesh; standard widths 
12 to 72 inches. Ask 
your jobber or write 
direct! 


INDIANA STEEL & WIRE COMPANY 
MUNCIE, - - INDIANA 
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American Hardware Supply Co. Convention 
(Continued from page 66) 


price, and the time. When a sale 
is not made, it is due to the failure 
of one of the five. The reasons for 
buying, he pointed out are gain, 
economy, comfort, convenience, 
safety, protection, pride, affection, 
and the understanding of these 
points makes sales messages more 
effective. In selling the dealer 
should state the advantage of the 
article, furnish the proof and then 
take action to close the sale. 

Mr. Barnes remarked that the 
bulb business is depression-proof, 
sales steadily increase and more 
profits can be made because higher 
priced bulbs have come into the pic- 
ture. He illustrated by means of a 
skit, the right and wrong way to 
sell bulbs, and emphasized that 
dealers should sell bulb assortments 
and talk light conditioning rather 
than be content with a single bulb 
sale. This would be rendering a 
service with a sale and secure a 
permanent customer for a store. 

Then again, Mr. Stout addressed 
the meeting telling of the activities 
of the company. He stated its ware- 


house was second to none in econo- 
my of operation, equipment, meth- 
ods and quantity of stock. 

At the concluding session, Tuesday 
afternoon, E. A. Hastings, treasurer, 
read the treasurer’s report, outlining 
the company’s financial activities. 
He also read the minutes of the 
previous meeting of the company. 
R. S. Wild, Associate Editor, Harp- 
warE AGE, was formally introduced 
at this session and spoke briefly to 
the dealers. 

C. W. Scarborough, John A. Ditz, 
Ditz & Mooney, Clarion, Pa., and 
F. B. Post, Paul & Post, Washing- 
ton, Pa., were re-elected directors. 
They will serve for three years. 
Other directors are: H. M. Kirck, 
Hutton & Co., Newcastle, Pa.; J. E. 
McGeary, Leechburg, Pa.; George 
C. Brown, Punxsutawney, Pa.; S. 
W. Wylie, Wylie Bros., Elizabeth, 
Pa.; J. M. Scott, Carnegie, Pa., and 
H. H. Martin, Manheim, Pa. 

Mr. Scarborough was re-elected 
president; E. A. Hastings, treasurer, 
and William M. Stout, general man- 
ager. 





Texas Convention 
(Continued from page 67) 


and the effect on hardware and im- 
plement retailers was discussed by 
R. E. Jackson, Texas Representa- 
tive of the wage-hour division of the 
U. S. Department of Labor located 
in San Antonio, Texas. This matter 
was the subject of much discussion 
and featured prominently in the 
resolutions passed by the Associa- 
tion. , 

An address by D. W. VanDer- 
voort, on “Showmanship in Mer- 
chandising” climaxed a very suc- 
cessful morning of real interest and 
work. He spoke on the methods he 
employed in  VanDervoort’s in 
Michigan, as well as on methods 
that are general and would apply 
anywhere. He discussed advertising, 
special sales, dramatization of mer- 
chandise appeal, and stated that 
the hardware merchant, like every 
one else, must sell anything he can 
to make a profit. 

High spot of the Wednesday 
afternoon session was a talk by 
Frank P. Holland, Jr., vice-presi- 
dent of the Farm & Ranch Publish- 
ing Co., Dallas, in which he dis- 
cussed the diversified farm program 
and urged the hardware and imple- 
ment dealers present to help farm- 


ers by cooperating with county 
agents, farm publications, and 
other organizations interested in 


this more advanced farm program. 
He was followed by Mr. Spillsbury, 
of the American Brass Co., who 
made an inspirational talk on cur- 
rent uses of brass and copper. 

Dealers who participated in the 
panel discussion on the implement 
business were F. X. Schad, Gains- 
ville, C. T. Buie, Itasca, and John C. 
Ross, Austin. The session was sum- 
marized by T. W. McAllister, editor 
of Southern Hardware, Atlanta, 
Georgia. 

The Thursday morning’s session 
was a dealer session opened by Mrs. 
E. E. Yeager, of E. E. Yeager Hard- 
ware Co., Bryan, Texas, who told of 
her experiences with gift goods and 
silverware. H. A. Bittick, of the Ira 
A. Prewitt Hardware Co., Taylor, 
Texas, who has made a specialty 
of rural electrification equipment, 
gave some of his ideas on this phase 
of modern selling and answered 
questions about his methods of mer- 
chandising. 

P. T. Montfort, research asso- 
ciate in the Agricultural Engineer- 
ing Department of A. & M. College 


HARDWARE AGE 








showed models of electric fence 
units and discussed their prac- 
ticability and usefulness, giving 
methods of installation, figures on 
operation, and telling about their 
success in the past. 

He was followed by D. F. Painter, 
of the Houston Lighting & Power 
Co., who gave some facts about attic 
ventilation, illustrating his talk with 
a model house equipped with an 
attic fan, and so arranged as to 
show circulation of air throughout 
when the fan was running. 

The closing feature of the pro- 
gram was a discussion of advertis- 
ing by three outstanding Texas 
dealers. J. C. Burrows, of the Bur- 
rows Hardware Co., Beeville, P. N. 
Stockton, Stockton Hardware Co., 
Kerens, and J. M. Blake, of the J. 
M. Blake Hardware Co., Houston. 
Each gave his version of “How I 
Advertise.” 

Entertainment was excellent as 
the Houston hosts, the Texas Whole- 
sale Hardware Association and the 
Dallas Hardware and Implement 
Club provided unusual and _ out- 
standing entertainment features for 
all convention guests. Two luncheons 
for the ladies, one featuring a style 
show were given, and Tuesday night 
a dance was given at the Houston 
Club, with Joe Belle, playing. Wed- 
nesday night there was a banquet, 
floor show and a dance for the 
dealers attending, and a most en- 
joyable time was had by ail. 

Dan Scoates, secretary and 
treasurer, who was unable to attend 
the convention because of illness, 
was reelected to his fifteenth year 
as secretary. Mr. Scoates had not 
missed a convention in 19 years, this 
being the first time he was unable 
to attend. 


Wisco Convention 
(Continued from page 68) 


Ill., said the two problems of sell- 
ing are knowing both your product 
and your customer. It is the use of 
a product and not its price that 
determines value. Farmers must 
look for value and have a return for 
every dollar they spend. They want 
to hear about values from some one 
in whom they have confidence. Good 
selling helps the buyer make a wise 
decision. He urged dealers to talk 
to farmers to find out what they 
need and then to go and see those 
needing what he has to sell. 

H. E. Atwood, vice-president, B. 
F. Nelson Mfg. Co., Minneapolis, 
Minn., stated that opportunities to 
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sell building materials have been 
greatly increased under the F.H.A. 
plan. It is necessary to get the cus- 
tomer’s viewpoint instead of trying 
to sell him what you want him to 
buy. He emphasized the need for 
understanding the customer’s needs 
and appealing to those needs. In 
selling roofing for example a good 
appeal is to pride of ownership. 
Mrs. Lucille Schuster, National 
Enameling & Stamping Co., pointed 
out that in former years hardware 
stores were considered men’s shops. 
Mrs. Schuster, the first woman ever 
to address a Wisco convention, said 
that women are the purchasing 
agents for the American home of to- 
day and do 80 per cent of the spend- 
ing. Women have confidence in the 
stores that handle complete lines of 
standard brands of merchandise, she 
declared. Women will regularly go 
to other stores to shop if they once 
seek something in your store and 
then have to go to another store to 
get that item. Hardware stores 
should run their sales when depart- 
ment stores run their sales and could 
well afford to have more demonstra- 
tions in their stores. She declared 
that the future will bring greater 


interest, on the part of women, in 
matched colors and matched de- 
signs. Women are today more 
familiar with prices than ever be- 
fore. Mrs. Schuster said that dis- 
continuance, by manufacturers, of 
color combinations should be warn- 
ing enough to the dealer that there 
has been a change in color demands. 

Explaining terms of the Wiscon- 
sin State Plumbing Law and Code, 
John H. Owens, acting director, 
Plumbing Division, Wisconsin Board 
of Health, said licensing of plumb- 
ers is necessary for the health and 
safety of the public. Wisconsin re- 
quires licensing of plumbers only in 
towns and cities having public sew- 
age systems or public water supply 
systems but the state’s plumbing 
code applies to all buildings in the 
entire state. The code regulates the 
kinds of installations that may be 
made as well as the grades and 
qualities of materials to be used in 
those installations. Under the code 
the state’s Board of Health registers 
all apprentices and provides classes 
for their instruction. 

Owen B. Skavlem, Janesville, a 
former hardware dealer, who now 
operates a Ben Franklin variety 























SOLD ON SIGHT 


THERE'S no hobby like a garden 
to pry open purses and when a gar- 
den lover gets the heft of TRUMP, 
silver jingles on the counter. The 
gay, ggeen enamel finish, the smooth, 
hardwood handles, the 18-gauge 
steel shout “pick me up and take 
me home” to every gardener who 
sees them on the counter. 

Sold separately or in trim boxes, 
three tools to a set. Your regular 
jobber will take your order. Just 
ask for Trump. Animal Trap Com- 
pany of America, Lititz, Penna. 
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store said that Mrs. Consumer has 
become more style and value con- 
scious than ever before in the pur- 
chase of hardware and housefurnish- 
ings. Mrs. Consumer wants to shop 
in modern, well-painted stores that 
are neat and clean. Chain stores 
are successful, he said, because they 
watch modern trends. Keep your 
stores up, offer prices that are right 
and remember that 25 per cent of 
the sales made by chain stores are 
on new items. Attractive stores 
with interesting displays are neces- 
sary because the eye regulates 87 
per cent of buying. 

Independent hardware dealers 
must have in their stores what peo- 
ple want to buy J. W. Damp, Damp 
Hardware Co., Milwaukee, told the 
convention. Dealers should make 
people want to go to their stores by 
having what they want at the prices 
they want to pay. He urged deal- 
ers to carry 10-cent items in their 
stores. 

Our prices are set by our com- 
petitors who sell for cash, so the 
best policy for the independent 
hardware dealer, is to follow a mid- 
dle course between strictly cash 
business and long term credit trans- 
actions, said Darwin Follett, Co- 
loma, Wis., hardware dealer. Mr. 
Follett, who is president of The 
Peoples Bank of Coloma, outlined 
the “Controlled Credit Plan” offered 
by some merchants in his commun- 
ity with the cooperation of a depart- 
ment of the bank. Customers buying 
on credit plans sign an agreement 
specifying the time. for payment of 
the debt and promising to pay dis- 
count (or interest) charges and 
service charges, under specified con- 
ditions. Unless the dealer has agreed 
that there will be no interest or ser- 
vice charge—on transactions with 
people settling their monthly bills 
at specified times, or on transactions 
which involve payment in a few 
days—the paper is discounted at the 
bank the day it is received. Instead 
of keeping ledgers the dealer keeps 
the agreements in files, under the 
dates on which payments are due. 

At the corporation stockholders 
meeting Paul Lebrecht, Genin Hard- 
ware, Belleville, Wis., succeeded 
George Horn, Vesper, Wis., as a 
director. All officers and other mem- 
bers of the board were re-elected as 
follows: Roy Beat, Mt. Horeb, 
president; Darwin Follett, Coloma, 
vice-president; P. M. Ellingson, 
Edgerton, treasurer; J. A. Fitschen, 
Madison, secretary and_ general 
manager; Henry Kozelka, Prairie 
du Chien; George Crumb, White- 
water, F. E. McKichan, Fennimore, 
and Ray Gasser, Boscobel. 
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New York Convention 


(Continued from page 69) 


the independent dealer and also 
perhaps foster the growth of con- 
sumer cooperatives. A state wage- 
hour bill was also labeled as a 
measure harmful to retailers and 
one which would work great hard- 
ship upon them. 

R. W. Drummond, Oneida, Ltd., 
Oneida, N. Y., was next on the pro- 
gram. Mr. Drummond substituted 
for Miles E. Robertson, general 
manager, who, because of illness, 
was unable to attend in person. The 
subject of the talk was “Fair Trade 
in Competition,” a discussion of 
price maintenance as a definite pro- 
tection for the independent dealer. 
Fair trade contracts, where now in 
use, Mr. Drummond pointed out, 
were bringing about a healthier, com- 
petitive situation and _price-pro- 
tected merchandise desired the ac- 
tive promotion of all dealers who 
should identify their stores with 
such lines. While protected prices 
were higher, the dealer by studying 
his merchandise could educate the 
customer to pay the difference. 


The Sales Clerk 


The sales clerk as an individual 
was the topic of Harold S. Close, 
vice-president of Ayres & Galloway 
Hdwe. Co., Inc., Middletown, N. Y. 
His address, “Employee Team- 
work,” was a discussion of how 
dealers could change a clerk from 
merely a salaried employee into a 
valued cooperator. In this metamor- 
phosis, store meetings, picnics, par- 
ties, store organizations to meet with 
employers were instrumental. 

Harry D. Kaiser, Philadelphia, 
Pa., member of the N.R.H.A. board 
of governors, then told of associa- 
tion activities and benefits and of 
the coming National Hardware 
Week. 

The report of the nominating 
committee, Charles P. Stiles, Ilion, 
made its report and recommended 
the following slate, which was later 
accepted: President, Thomas J. John- 
ston, Fulton; first vice-president, 
Hayden L. Canfield, LeRoy; second 
vice-president, Harold S. Close, 
Middletown. John B. Foley, Syra- 
cuse, and Frank E. Pelton, Herki- 
mer, were reelected secretary-man- 
ager and treasurer, respectively. 
Newly elected to the directorate 
were R. C. Paddock, Wolcott, and 
Elmer Geist, Buffalo. Reelected to 
that group were Milford W. Howe, 
Canton; Fred Salway, Batavia, and 
William E. Kidd, Canajoharie. 





These compose the directorate to- 
gether with John A. Herrick, South- 
ampton; Frank G. Howard, Bing- 
hamton; S. H. Atkinson, Brooklyn; 
Charles P. Stiles, Ilion; H. S. Carle- 
ton, Troy; Fred G. Boller, Corning; 
Franklin I. Greene, Syracuse; C. H. 
Flanigan, Minoa; George Water- 
house, Sr., Pittsford, and Anthony 
Herrmann, Glendale. 

Thursday morning, Feb. 9, the 
sessions were resumed with the fo- 
rum conducted by Mr. Atkinson. 
Shell prices came in for much dis- 
cussion and it was agreed that a so- 
lution to this situation might be 
found in fair trade contracts. The 
dealers were asked to make known 
to their sources of supply their de- 
sires in this matter as a step in 
bringing about maintained shell 
prices. 

National Hardware Week was 
discussed by Franklin I. Greene, 
Syracuse, who told of the more ex- 
tensive promotion being given this 
activity to insure a success greater 
than that of last year. 

“The Business of Selling” was a 
stimulating sales message presented 
by Wilfred D. Galpin, director of 
education, General Electric Co., 
Cleveland, Ohio. Mr. Galpin traced 
the evolution of sales methods from 
the “old type of hardware store” to 
the present. He advised his listen- 
ers that the things they can learn 
from chain stores are display, clean- 
liness, identification of merchandise, 
and what the independent can offer 
in addition; point out the advan- 
tages of an item; prove its value, 
and suggest other items. 

The forum discussion was again 
resumed and this time builders’ 
hardware came in for discussion. 
The question was asked: “Is the 
lumber dealer the logical outlet for 
builders’ hardware?” It was the 
opinion that they had made great 
strides in that direction. It was also 
suggested that the hardware men 
engage more actively in regaining 
this business; do more outside sell- 
ing to home builders and follow 
bankers for tips on FHA loans. 

William A. Thompson, Lowell, 
Mass., president of the New En- 
gland Hardware Association, deliv- 
ered the closing talk, an inspira- 
tional address, “Business Marches 
On,” in which he emphasized that 
the independent dealer must be 
truly independent, solve his own 
problems on his own initiative and 
must never become a static mer- 
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BOLTS AND SCREWS on pemana 


Ready for your profitable use now, this stock 
of 100 to 150 carloads of TRIPLEX high grade 
screws, bolts and nuts in most-used sizes and 
styles is maintained for quick shipment. Wire 
or write today for samples, prices. 


SCREW 


IPLE X*c' 


D SET SCREWS, BOLTS, NUTS AND RIVETS 
5317 Grant Avenue «¢ Cleveland, Ohio 5 
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Each of these 7225 dots 
represents 4211 homes gine 
reached by .-. . 


Gottschalk 
Advertising .. 


a 30,721,000 - i 


Gottschalk’s Metal Sponges are consistently advertised in 
the leading national women’s magazines . . . Ladies’ Home 
Journal... Woman's Home Companion ... Good Housekeeping 

. American Weekly ... Household Magazine... and True 
Story ... with a total circulation of 18,981,000 ... more 
than 75% of the country’s total number of homes. 

In addition, leading radio stations from coast to coast 
broadcast the merits of Gottschalk’s Metal Sponge to a 
potential audience of 11,740,000. A vast majority of your 
customers are in one or both of these groups. 


You Profit Most When You Carry the 
Complete Gottschalk Line 


The standard Metal Sponge at 10c and 
the Junior at 5c; the big Bronze Ball for 
hard scouring, Kitchen Jewel with the 
handy knob, and Hand-L-Mop with the 
6-inch handle, each at 10c. 


Gottschalk's 


METAL SPONGE 














1 -_ METAL SPONGE SALES CORP. 


Philadelphia, Pa. 
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A New Power Lawn Mower 
With “Sales Appeal” in Name and Price 


The name Townsend has 
been a “Buy-Word” for 
quality lawn mowers for 
43 years. The price $69.90 
makes it possible for 
thousands of home own- 
ers to purchase a 


TOWNSEND 
POWER 
MOWER 


which is so simple any- 
one can operate it; so 
sturdy it will withstand 
the severest tests and 
with features that “Make 
customers” as soon as 
shown. Here are some 
of them: Briggs & Strat- 
ton, 4-cycle motor; foot starter on Right side; self-sharpening 
crucible steel reel blades; dust-proof bearings; 10 inch wheels; 
pneumatic tires; throttle control; speed 1 to 5 miles per hour; 
detachable cutting unit—permits sharpening at same cost as 
hand mowers; net weight only 115 lbs. Good profit. Send for 
complete details and trade prices. 








New 
1939 
Model “‘F” 
Price: 18” 
$69.90 


F.O.B. 








4 sizes: 18”, 20”, 22” and 24” 


Samuel P. Townsend Lawn Mower Co. 
Bloomfield, New Jersey 

















cream that will not 
whip at all with an 
ordinary whipper stif- 
fens perfectly 
when you whip it 
with a Whippit. 


ay 


Will it sell? There are more than 500,000 
in use, representing more than $500,000.00 
in sales—and the market is only scratched. 
The Whippit will mix and beat batter, eggs, 
mayonnaise and cream in %4 the time and 
with 14 the effort. Made of nickle plated 
steel, equipped with new lustro-glo handle, 
for a long life of dependable service. 
Money-back guarantee for performance and 
workmanship. You can make money on 
this fast selling item. It makes a hit with 
all women. Get a supply now. 











Its turbine action com- 
bined with the non- 
splash infolder does 
the trick. Works like 
a charm — smoothly, 
easily—in bowls of 
any size and shape. 
Can be taken apart 
for easy cleaning. 


INDESTRO MFG.Cre 


1665 N. KILDARE CHICAGO 











EELGRI 


BELT LACING 














A stronger lacing for all types of 
belts. Put on with a hammer—easily 
penetrates the toughest belt. Clinches 
smoothly into belt, compresses ends, 
prevents fraying, makes a permanent 
“‘humpless” joint. 2-piece hinged 
rocker pins provided. 8 sizes. In 
boxes, handy packages, cartons and 
long lengths. Recommended for con- 
veyor belts and heavy drives—espe- 
cially drives operating under outdoor 
conditions. 


WIREGRIP , 


BELT HOOKS 




















Preferred be- 
cause they are 
handled safely, 
and quickly. 
Blue aligning 
card holds 
hooks, even shortest ends in per- 
fect alignment—every hook is used, 
no card waste. Fit Wiregrip 
or eny other standard ilacers. 
Available in 6 sizes. 


SLATGRIP 
















A necessity at harvest time. Keep 
binders running — repair binder 
slats easily and quickly right on 
the field. Get your share of this 
profitable market. 







Write today for Catalog and Circulars 


ARMSTRONG - BRAY 
& co 


“The Belt Lacing 
People” 





304 Loomis Ave., 
CHICAGO, U.S.A. 
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HARDWARE 














HE score of years that these fine 

products of builders’ hardware 
have been offered to the trade have 
been marked by dependability in 
service always. 


It is little wonder that the endorse- 
ments of the many users of National 
Hardware have created the popular 
demand that exists today. Discrim- 
inating builders ask for these prod- 
ucts by their trade 
name and insist 
on the genuine. 


If you do not car- 
ry this hardware, 
you should write today 
for full particulars. 





National Manufacturing 
Company 
STERLING : « + ILLINOIS 

















chandiser. The latter he said was 
the reason for the loss to hardware 
stores of many important lines. The 
merchandising situation was always 
changing and the dealer must 
change with it. The independent 
dealer must forge ahead courageous- 
ly, develop knew ideas, adopt new 
methods, yet making his own deci- 
sions and using his own resource- 
fulness. He urged dealers to keep 
abreast of the times; to carry out 
new plans, illustrating this with the 
suggestion of establishing their 
stores as skiing centers, organizing 
skiing clubs, and engaging in simi- 
lar activities not when other retail 
outlets had. exhausted the possibili- 
ties, but now when the big profits 
could be made. 

Following Mr. Thompson’s ad- 
dress, the resolutions’ committee 
made its report which was accepted 
by the convention. Resolutions in- 
cluded opposition to the repeal of 
the Tydings-Miller enabling act; op- 
position to the passage of the Pat- 
man chain store tax, and opposition 
to the extension of the wage-hour 
law to include retails and to the 
adoption of a wage-hour law in New 
York. It was also recommended 
that dealers make known to their 
sources of supply, their approval 
of fair trade contract merchandise. 


Mountain States 
(Continued from page 71) 


tailers working together to develop 
the best merchandising service for 
consumers, could win against the 
chains. A resolution passed by the 
convention asked members to give 
special consideration to wholesale 
houses who confined their sales to 
established retail dealers buying for 
resale. 

Ralph W. Carney, general sales 
manager, Coleman Lamp & Stove 
Co., Wichita, Kan., drew applause 
with —“A Business Man Speaks 
Up.” 

E. H. Bertschi, southwestern col- 
lection manager, International Har- 
vester Co., whose topic was 
“Modernizing Methods in Imple- 
ment Retailing,” told merchants not 
to fool themselves by considering 
as “assets” in their “back yard 
bank” second-hand farm equipment 
fast deteriorating among the weeds. 
Get the trade-ins quickly in good 
condition, sell them, and the cash 
received and banked could be con- 
sidered a genuine asset, he said. 

J. Ray Lowell, Colorado Springs, 
Colo., legislative committee chair- 








man, completely reviewed legislative 
problems confronting business men 
in a 30-minute report, considering 
national as well as state issues, 
though the latter predominated. On 
his motion, the convention voiced 
its unqualified opposition, to be re- 
ported to Colorado senators *and 
congressmen, to proposals to repeal 
the Tydings-Miller bill. Mr. Lowell 
told of legislative committee plans 
by which, during the current legis- 
lature, members will be constantly 
apprised of developments in the As- 
sembly. T. M. Harding, Canon City, 
moved the adoptioin of Mr. Lowell’s 
report, further proposing that the 
present legislative committee be con- 
tinued for two years. The motion 
was carried unanimously. 

Other committee members are 
Henry E. Robinson, Pueblo, Colo.; 
Karl W. Farr, Greeley, Colo.; O. L. 
Schumann, Denver; and W. S. Hill, 
Ft. Collins, Colo. 

Governor Ralph L. Carr, accom- 
panied by his secretary, W. S. Hill, 
former Association president, greeted 
the convention. The  governor’s 
heart-to-heart remarks found a 
thoroughly friendly audience. 

E. C. McKim, advertising manager 
of Western Farm Life, offered a 
study of sales opportunities in the 
farm market. Charles A. Montandon, 
Brighton, put before the convention 
a request to implement manufac- 
turers to adopt a system of restricted 
territories, under which the indi- 
vidual dealer could only sell within 
the area covered by his contract. 
This proposal was also carried 
unanimously. 

Hobart L. Thomas, Creston, Iowa, 
was the N.R.H.A. representative at 
the convention. His subject was, 
“Making Your Hardware Store Pay.” 
Explaining specific advantages which 
good hardware stores have over 
syndicate outlets, Mr. Thomas 
stressed merchandising methods in 
detail, then turned to the subject of 
National Hardware Week. He re- 
lated preparations made by the 
National Retail Hardware Associa- 
tion, and explained the best tech- 
nique for the individual merchant to 
use, 

“You may ask what results you 
can expect,” he said. “A conserva- 
tive estimate would be double the 
volume you would ordinarily do 
during the week. If you don’t do that 
much, then the job has not been 
well done, or old Mother Nature has 
upset the apple cart. 

“Set a quota—not for the week, 
but for each day—-and check up on 
it every night. You'll be surprised 
how much it will help.” 


HARDWARE AGE 
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Streamlined Store Made 1938 a Big Year 


(Continued from page 48) 


tomers of the store. This works 
out in more ways than one. We 
perhaps, diversify to a greater ex- 
tent than many hardware stores. 
We maintain a complete wiring 
and electrical contracting depart- 
ment and a complete plumbing 
and tinning business, including 
roofing. Aside from the profits to 
be gained through wider sales of 
home equipment we get many cus- 
tomers for plumbing installations, 
rural water supply outfits and fur- 
naces. A concrete example of 
this was a new $1,000 installation 
in one home during August, con- 
sisting of a bathroom outfit, roof, 
kitchen equipment, water heater 
and combination wood-coal range. 
During all of 1938 we kept thre: 
men busy on this type of outside 
work, each one a specialist in tin- 
ning, plumbing and electric work. 
“Since this new arrangement 
was completed, both men and wo- 
men alike go around the store in- 
specting and studying the merits 
of more merchandise. This has 
enabled ‘us to maintain the satis- 
factory volume of trade we en- 
joyed in 1937. In a normal year, 
we are convinced that it would 
have shown am appreciable in- 
crease in sales volume over the 
preceding year. In view of the 
decline in business generally, we 
believe we have achieved some- 
thing very much worth while, and 
that as general business improves, 
our program will show corre- 
spondingly increasing results.” 
The company employs newspa- 
per advertising to a limited ex- 
tent. It has found, over a period 
of many years, that best results 
for them come from direct mail 
advertising. At least three times 
each year the firm circularizes 
every family, city and rural, with- 
in their trading radius. In the 
fall, they feature stoves and fur- 
naces; in the spring they concen- 
trate on gas ranges and other 
summer items and just before 
Christmas, holiday gifts and toys 
are stressed. In the meantime, no 
mail is ever sent out without a 
folder or handbills featuring some 
merchandise or store service. Time 
has proved that this method gets 
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the most results for the least ex- 
penditure in their sales promotion 
program. 


1500 Visited This Store 
(Continued from page 58) 


is done with students who buy 
sporting goods, tools, and equip- 
ment for their fraternity houses. 
When sales are made to fraternity 
houses, payment is guaranteed to 
the store by financial advisers of 
the different fraternities, the ad- 
visers being members of the col- 
lege faculty. 

The Lemmon & Granger store’s 
nearest competitors other than in- 
dependent retail hardware stores, 
are located 30 miles away. The 
trading area served by the store in- 
cludes residences within a radius 
of five miles of the store. The store 
is 105. ft long and about 25 ft. 
wide. Store sales are directed by 
George E. Lemmon, one of the 
partners and outside selling is 
headed by Charles T. Granger. 
Messrs. Lemmon and Granger are 
assisted by three outside salesmen, 
four store salespeople, a plumber 
and plumber’s helper and a lino- 
leum layer and helper. Prior to 
entering the retail hardware busi- 
ness Mr. Lemmon had been with 
a mail order concern having 
charge of its retail stores in Penn- 
sylvania. Mr. Granger was former- 
ly with a mill supplies firm and 
prior to that had been a mining 
engineer. 


Nylon Yarn Fishing Lines 


The Ashaway Line & Twine Mfg. 
Co., Ashaway, R. L., offers a fishing line 
that is made of Du Pont Nylon yarn. 
Although this line hasn’t a single silk 
fibre in it, it is a braided line that to 
all appearances is no different from 
the usual braided silk lines used for 
bait casting and trolling in fresh water 
and also for some salt water fishing. 
Nylon yarn is a new chemical product 
which Du Pont is developing. The 
basic raw materials are coal, water and 
air. It is understood that the new 
Ashaway Nylon lines will be sold in the 
usual bait casting sizes in lengths up 
to 200 yards. They will not be offered 
in competition with inexpensive lines, 
but as a super quality line for bait cast- 
ing and trolling. 











FOR YOUR 






AN UNUSUAL 
FAIR TRADE 
CONTRACT 








The Thompson Fair Trade 
Contract gives the retailer 
complete protection on all 
“MILFORD”, “HYGRADE”, 
and “'T’’ brand hack saw blades. 
We do not manufacture un- 
branded blades and all private 
brand hack saw blades manu- 
factured by us will bear a trade- 
mark owned by this Company. 
This guarantees to the Retailer 
that he will not meet unfair 
competition from unbranded or 
private brand blades manufac- 


tured byThe Thompson Company. 





THE HENRY G. THOMPSON 
& SON CO 


NEY 


Saw Makers For Over Half A Century 

















THE CAN OPENER WITH ALL 


THE SELLING FEATURES 


® Operates with one hand 

® Opens round, square or oval cans 
or bottles 

® Holds can, lifts cover for easy re- 
moval 

®@ Cuts smooth and clean—no danger- 
ous ragged edges 

® Rust-proof and easy to clean 


And the Only Can Opener 
That SWINGS BACK 
AGAINST THE WALL 


5-Year Unconditional Cuarantee 


D. R. Sanford Co.—SanFrancisco 
West Coast Representative 
Fox Agencies—Toronto,Ontario 
Cc di epr tative 
Leland Bannister, Inc., Atlanta, Ga. 
Southwest Consolidated Co. 
Dallas, Texas 





Write for Details! 


STEEL PRODUCTS 


MFG. COMPANY 


THE MERCHANDISE MART CHICAGO 
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Indiana Convention 


(Continued from page 70) 


by Charles R. Isaacs, Indianapolis, 
manager of merchandising division 
of the National Retail Hardware 
Association, and contents of the 
dealer kits were displayed by him. 

“Face lifting should begin with 
store fronts,” said Veach C. Redd, 
Cynthiana, Ky., the president of 
N.R.H.A., in his talk Thursday morn- 
ing. “It is the attractive appearance, 
within and without, of other stores 
that has made the consumer less 
hardware store conscious in recent 
years. 

“Sales managers need face lifting, 
too. Our competitors have sales 
meetings every week and listen to 
suggestions of employees. We have 
better values in much of our mer- 
chandise than they have, so let’s 
capitalize on that and tell our cus- 
tomers about it through advertising. 
Hardware stores have been hiding 
under a bushel too long.” 

In his talk on “Pointers to Profit,” 
Wilfrid D. Galpin, Cleveland, O., 
director of education of General 
Electric Company, stressed the im- 
portance of selling in today’s mer- 
chandising. “Enthusiasm,” he said, 
“and knowledge of the quality of 
your product will promote addi- 
tional sales and that is essential to 
the success of any business which 


is in competition with other outlets 
selling similar lines of merchan- 
dise.” 

E. C. Gorell, Winamac, Ind., 
newspaper editor, closed the session 
with an informal -talk on “Brads and 
Try-Squares,” which was filled with 
homespun philosophy. 

Resolutions read by A. S. Grone- 
meier, Mt. Vernon, chairman of the 
resolutions committee, were adopted 
and placed on record. They included 
resolutions of appreciation of the 
convention officers and exhibitors; 
resolutions to support National 
Hardware Week 100 per cent; to 
recommend the reduction of the 
gross income tax rate; to recom- 
mend that itinerant peddlers pay a 
license fee; to oppose passage of 
wage hour law; to oppose proposed 
divergence of highway funds. 

Carl A. Miller, Kendalville, vice- 
president, was elected president for 
1939 to succeed Mr. Kelly, who was 
named on the advisory board with 
Karl L. Fenger, New Albany. 
Director Paul Ulrich, Indianapolis, 
was elected vice-president. Jesse Mc- 
Coy, Cloverdale, was elected to serve 
on the Board of Directors with the 
present incumbents, Ralph Mc- 
Campbell, French Lick, and Homer 
Hipskind, Wabash. 





Oklahoma Convention 
(Continued from page 74) 


Bureau, New York City, once more 
took up the convention theme with 
an address on “Pointers to Profits,” 
in which he warned the retailers 
that they often gave too much time 
to administrative details to the ne- 
glect of selling and merchandising. 

Describing a widespread attack on 
fair trade laws, D. W. Northrup, 
president of the Henry G. Thomp- 
son & Son, Inc., New Haven, Conn., 
told the retailers they must support 
the measures if they are to live. 

He said some chain stores, mail 
order houses and other organizations 
are carrying on a campaign among 
economists and law professors, writ- 
ers, consumers’ leagues and other 
economic groups for support in re- 
pealing the legislation. 

Mr. Northrup said that a manu- 
facturer can select one of three 
courses in establishing his sales pol- 
icy for the future. He can support 
the wholesaler-retailer channel of 
distribution, support the chain store- 


mail order channel, or straddle the 
fence. His company chose the whole- 
saler-retailer method, he said be- 
cause the position was more secure. 

“We likewise realized the welfare 
of this country is in safer hands in 
a large number of independent mer- 
chants than in the concentrated 
power of a few large chains,” he 
said. 

Following the installation of new 
officers, the business sessions of the 
convention were adjourned and the 
convention closed with a dance and 
card party given by the Oklahoma 
City Chamber of Commerce. 

Under the rotating system of se- 
lecting officers, F. R. Murphy, of 
Foss, Okla., succeeded H. C. Dobyns, 
of Stigler, Okla., as president of the 
association. L. R. Duff, of Lawton, 
Okla., succeeded Mr. Murphy as 
first vice-president, and E. P. Hall, 
of Durant, was chosen second vice- 
president. C. F. Nelson continues as 
secretary-treasurer. 


HARDWARE AGE 
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GAMMON Reflector Spinners 





Sales strike a new high when the GAMMON Reflector Spin- 
ner is shown in operation as illustrated here. The Spinner re- 
volves—drawing everyone's eyes to your windows—and sells 
itself on sight! It is an integral part of modern fireplace equip- 
ment and is ready for instant use. 

FREE Striking Counter or Window Display Card is sent with 
each dozen Spinners. 











ASBESTOS 


KINDLER WICKS 


FOR OIL STOVES, RANGE BURNERS 
AND HEATERS 


THE RAYBESTOS DIVISION 


Inc. 























@Sold everywhere, bought by everyone 
interested in flowers, fruits, vegetables, 
poultry, or live stock. “Black Leaf 40” is 
always in demand—always in_ season. 
People—look for the familiar black leaf 7 te oe 
on the package. They ask for “Black (ples 

Leaf 40” by name—because they already } f I's 
know by experience its proven value and ‘Le? ZAA@) 
many protective uses against insect pests. /AICOTINE SULFATE 


TOBACCO BY-PRODUCTS & CHEMICAL CORP. 
INCORPORATED @ LOUISVILLE, KENTUCKY 




















THERE'S REAL VALUE IN EVERY SENTINEL MODEL! 
VALUE THAT SELLSI! 














Sentinel Radio Corporation - Dept. HW - 2222 Diversey Pkwy., Chicago 
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Cabinet Size 
30”x14"x37%" 
Drawer Size 

9” x12"x3%” Hi. 


‘4°7* 


27 DRAWER 


STEEL UTILITY CABINET 


Can be used not only in your own store for 
small parts, but this 27-drawer cabinet can 
be sold to your regular trade. Ideal for 
samples, factory parts, catalogues or other 
merchandise. Made of cold rolled steel, 
electrically welded throughout. Olive green 
finish. Adjustable steel partitions available. 
Write for Dealer's Discount 


STANDARD STEEL PRODUCTS CO. 
380 MAIN STREET, POUGHKEEPSIE, N. Y. 

















AT YOUR SERVICES 


’ 

Tue “Who Makes it” 
Editor will be glad to 
help you in your search 
for the name of the manu- 
facturer of that product 
you are interested in. 


If you do not find it or 
its trade name listed in 
the current Directory 
Number, in all probabil- 
ity it has been incorpo- 
rated in the revised list- 
ings that are being pre- 
pared for the next issue 
of the Directory Number, 
Many such changes are 
being made daily and the 
listings brought up to 
date. 


If your current Direc- 
tory does not give you 
the information you seek, 
write the “Who Makes 
It” Editor. 


service! 


He’s at your 
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Marshall-Wells Associates Congress 


(Continued from page 64) 


assortments for practically all de- 
partments and said mass displays 
create consumer confidence suggest- 
ing that the store has ample stocks, 
a variety and is really in the selling 
job on such lines and in a big way. 

A. C. Phelps outlined the 1939 
promotion and selling plans for the 
Associate dealers and told how in 
preparing the 1939 advertising much 
attention was given to selecting the 
right merchandise; the right price 
and the real selling points that 
would help dealers increase store 
traffic and sales. He outlined the 
seasonal angles of certain advertis- 
ing programs, which he said gave 
the dealers a better competitive sit- 
uation. 


Hope to the Dealer 


An outstanding talk was given by 
Walter Rector, merchandise director 
The American Fork & Hoe Co., 
Cleveland, Ohio, but who for 20 
years was associated with Marshall- 
Wells Co., and was a prime mover 
in establishing the Associate Plan 
in cooperation with Seth Marshall 
and Gil A. Johnson. Later Mr. Rec- 
tor was connected with one of the 
two large mail order houses and 
was in executive charge of all of 
that firm’s “hard goods” sales, which 
of course included hardware lines. 

Mr. Rector brought a new hope 
to the independent dealers, outlining 
many of their natural advantages in 
the competitive picture. He said 
that if you stop competition you 
stop progress and the profit system; 
that manufacturers have made wide- 
spread and acknowledged progress 
in production improvements but that 
distribution methods had not kept 
pace. As a parallel to the competi- 
tive situation faced by hardware 
dealers he mentioned that hotels do 
not try to meet cafeteria prices or 
coffee shop prices in their main din- 
ing rooms but depend upon a better 
and improved type of service to 
justify a higher price and that a 
proper improved service by inde- 
pendent dealers could command a 
better price than the more restricted 
services available from chains, etc. 
As evidence that people will pay 
more for better service he cited the 
history of the mail order firms who 
realized that most consumers wanted 
more and better service than could 
be supplied via the mail order route 
and thus they established their re- 


tail stores with admittedly higher 
prices for the definitely better and 
more desirable services. He said they 
knew they could do this better 
through retail stores and that inde- 
pendent dealers can go a step fur- 
ther and do a still better service 
job. 

The chains do better than inde- 
pendents, he continued, in the se- 
lection of goods; plus their system 
of inventory control; their displays 
and the way they price their goods. 
Independents, he said, are too prone 
to try to offset low margins on traf- 
fic building goods by pyramiding 
margins on other goods which de- 
feats the whole purpose of special 
price lures and encourages the be- 
lief that independents are too high- 
priced on all goods, which, he said, 
is of course not true. 

Gil A. Johnson, Marshall-Wells 
salesman and owner of eight retail 
stores which he operates on a profit 
sharing basis, told of his profitable 
experiences in providing a bonus or 
profit sharing plan for the store 
personnel. He cited sales figures; 
salaries and bonus paid to the eight 
store managers and told how this 
extra incentive had carried all his 
stores in the black profit columns 
even in the so-called depression years 
and at the same time had kept good 
men interested in the business be- 
cause they received compensation 
commensurate with their contribu- 
tions. On this same subject Fred E. 
Brooks, office manager, read an out- 
line by Walter Kangas, manager, 
Remington Yards, Hibbing, Minn., 
which told of a similar plan for 
extra compensation based on extra 
sales. (The details of both of these 
plans will be published in early is- 
sues of HarpwarRE AGE, as Messrs. 
Johnson and Kangas have agreed to 
make their complete plans avail- 
able for all of our readers.—Ed.) 

Chas. J. Heale, editor, HARDWARE 
AcE, spoke on the importance of 
increasing the sales in hardware 
stores, stating that if independent 
store owners were working as man- 
agers for any of the big chains or 
mail order firms, two out of three 
would be fired for insufficient sales 
volume. He also stressed the need 
of more consistent advertising as an 
aid to increasing hardware store 
sales and said that price alone with- 
out some plan for telling the public 
was worthless to the hardware trade. 

Various Marshall- Wells buyers 


outlined the plans for their particu- 
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lar departments and representatives 
of manufacturers gave selling point- 
ers on their respective lines. These 
speakers’ pictures and their depart- 
mental or company affiliations are 
listed on page 65. 

Luncheons and the evening din- 
ners, except the closing banquet, 
were held at the company’s lunch 
room. The annual banquet was held 
at the Hotel Duluth, with dancing 
following the dinner. 

Herb Adams, Cavalier, N. D., was 
advanced from the Associates’ plan- 
ning committee to its advisory com- 
mittee and his place on the planning 
group filled by the appointment of 
T. P. Heisler, Mandan, N. D. The 
personnel of the 1939 Associate 
planning committee is: Reuben 
Lendved, Lendved Bros., Clinton- 
ville, Wis.; Kenneth Weeks, J. 


Weeks Hdwe., Spooner, Minn.; Ben 
L. Quirt, Ben L. Quirt Hdwe. & 
Furn., Iron River, Mich.; Haakon 
Larsen, Larsen Hdwe., Moorhead, 
Minn.; Iver Brujord, Brujord Hdwe. 
& Furn. Co., Fairview, Mont., and 
Ted Heisler, P. T. Heisler Hdwe., 
Mandan, N. D. 

The personnel of the 1939 ad- 
visory committee is: Herb Adams, 
Adams Hdwe. Co., Cavalier, N. D.; 
Chas. Pillsbury, Pillsbury Hdwe., 
Devils Lake, N. D.; Harry Meyer, 
Farmers Hardware Co., Shawano, 
Wis.; Gus Hillerud, G. Hillerud 
Hdwe., Sauk Center, Minn.; Einar 
Olson, Guarantee Hdwe., Wisconsin 
Rapids, Wis.; Ray Remington, Rem- 
ington Yards, Hibbing, Minn.; Art 
Strom, M. W. Assoc. Stores, Glas- 
gow, Mont., and Gil Johnson, Small 
and Johnson Hdwe., Williston, N. D. 





The Rocky Road to Failure 


(Continued from page 54) 


met his trade at the front door, 
canvassed the country and soon 
had a wide acquaintance. 

Henry had been used to his 
trade coming to him and could 
not realize that in this day and 
age business is where you find it. 
There is plenty of business if you 
go after it. There is plenty of 
money, and people will and do 
spend it. The wide-awake dealer 
of today is the one who goes to 
his trade with a washing machine 
on the trailer or pick-up and a 
seat full of catalogs showing the 
latest in ranges and heaters. He 
pitches a few bundles of oats in 
the thresher, eats dinner with the 
farmer and at night comes home 
with a list of good prospects and 
may be a sale or two. He calls 
on his trade and his trade calls 
on him. In other words, it takes 
work to get dividends. 

There is no fiction in the case 
of Henry Smith. There are a lot 
of Henry Smiths scattered over 
the country. Any of them can 
make a success with a little hard 
work and horse sense. In this 
case there was and is room for 
two hardware stores. Both could 
make money, but not by old- 
fashioned methods. A great many, 
however, will disagree with me. 
We will admit that circumstances 
alter cases, but show me a few 
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cases where a real hustler has 
failed. Say, if you will, that you 
cannot force people to buy, and 
I will show you that people are 
buying and they are buying from 
the hustlers. 


Michigan Convention 


(Continued from page 76) 


of the convention, a dinner meeting 
was held for officers and members of 
the executive board. 

Business sessions were held in the 
mornings, with the afternoons given 
to exhibits held in the Civic Audi- 
torium. One hundred and ten ex- 
hibitors took space for displays. 

Final registration for the 45th 
convention showed between 2000 and 
3000. The hardware exhibit was the 
largest in the history of the associa- 
tion. 

Afternoon entertainment was pro- 
vided for ladies accompanying dele- 
gates. Bridge, style shows, theater 
parties and a visit to the world fa- 
mous Grand Rapids Furniture Mu- 
seum were scheduled. Each evening 
brought a round of fun for all. A 
night club cabaret and floor show 
and motion pictures marked the first 
evening. Wednesday night saw “Open 
House,” and Thursday night the 
Grand Ball was held. “Fun, Favors 
and Frivolity” reigned from 9 ’til 
1 o'clock. 











LAN DIE FE 
Tool of 100! Uses age 






The biggest sell- 
ing tool of this 
type and a steady 
year-around profit 
maker for you. 

Small stock in- 
vestment and 
rapid turn over. Continuous advertis- 
ing in more than 50 publications in 
national, industrial, professional and 
special fields directs buyers to hard- 
ware dealers for demonstrations. 

Repairmen, inventors, hobbyists and 
mechanics prefer the Handee because 
of unequalled performance. Each sale 
creates substantial repeat business for 
the 300 accessories to grind, drill, pol- 
ish, cut, rout, saw, sand, carve, en- 
grave, etc. 4 
Standard Model $10.75 with 3 Accessories, 
De Luxe Model $18.50 with 6 Accessories. 
Accessory Display Case 


Increases accessory sales up to 40%. 
Glass-top, dust-proof case contains 87 
livest varieties of the 
fastest - selling acces- 
sories. 

Handee Portable 
Electric lroner 

The sensational new ap- 
pliance that retails for 
$26.95 offers you a real 
opportunity to compete 
for the first time with 
volume sellers of home 
appliances. 

Send for Special Deals and Catalog 
CHICAGO WHEEL & MFG. CO. 
Makers of Quality Products for 40 Years 

1101 W. Monroe St. Dept. HA. Chicago, Ill. 
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KEILS 


“ NEW DEAL ” 


Diplay 
and Stoch 
that makes 
PUSH 
BUTTON 


Sales 
vine loll 


a 5 a 


PUSH BUTTONS ~~ 


® 





Boost your push button sales with this 
new counter and window card. Its ex- 
cellent selection of modern brass, nickel 
and chromium numbers mounted on a 
deep blue background catches the eye, 
commands respect and makes the sale. 


Yes, it’s a deal—and a mighty good 
one, too! Just the right number of 
every item to produce well balanced 
sales and excellent profits. Assembled 
card and complete working stock is 
packed in single carton. See your job- 
ber about this item today, or write for 
prices and the assortment list so you 
can cash-in on a good proposition. 


new (EI [L vom 


FRANCIS KEIL & SON, INC. 
401-425 East 163 ST., NEW YORK, N.Y. 
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Retail 
Assn. of, convention and exhibit, May 
16, 17 and 18, 1939, at Mobile, Ala. 
J. H. Crowe, 410 N. 21 St., Birming- 
ham, Ala., is secretary-treasurer. 


Alabama, The Hardware 


American Hardware Manufactur- 
ers’ Assn. semi-annual convention and 
Southern Hardware Jobbers’ annual 
convention, April 17-20, 1939, at Hotel 
Roosevelt, New Orleans, La. Charles 
F. Rockwell, 342 Madison Ave., New 
York City, is secretary-treasurer of the 
manufacturers’ association. T. W. McAl- 
lister, Grant Bldg., Atlanta, Ga., is 
secretary-treasurer of the jobbers’ asso- 
ciation. 


Carolinas, Hardware Assn. of, June 
13-15, 1939, at the Ocean Terrace Hotel, 
Wrightsville Beach, N. C. Arthur R. 
Craig, 407-11 Commercial Bank Bldg., 
Charlotte, N. C., is secretary-treasurer. 


Connecticut Hardware Association, 
March 8 and 9, 1939, at Hotel Bond, 
Hartford, Conn. C. F. Freeman, Bran- 
ford, Conn., is secretary. 


Credit Congress, 44th Annual Con- 
gress, sponsored by National Associa- 
tion of Credit Men, Grand Rapids, 
Mich., June 12-15, 1939. Henry H. 
Heimann, One Park Ave., New York 
City, is executive manager. 


Eastern Hardware Golf Assn., 
annual golf tournament, June 1 to 3, 
1939, Cavalier Hotel, Virginia Beach, 
Va. H. L. Gilliam, 9 Rockefeller Plaza, 
New York City, is secretary-treasurer 
of the association. 


Homefurnishings, International 
Market, June 5 to 17, 1939, in the 
Merchandise Mart, Chicago. 


Housewares Show, sponsored by 
New York Housewares Mfrs. Assn., 
July 10-15, 1939, at Hotel Astor, New 
York City. Mrs. Flo English, Hotel 
Pennsylvania, New York, is secretary. 


Joint Southern Convention of the 
American Hardware Manufacturers’ 
Assn. and the Southern Hardware Job- 
bers’ Assn., April 17-20, 1939, at the 
Hotel Roosevelt, New Orleans, La. 
Charles F. Rockwell, 342 Madison Ave., 
New York City, is secretary-treasurer of 
the manufacturers’ association, and T. 
W. McAllister, Grant Bldg., Atlanta, 
Ga., is secretary-treasurer of the job- 
bers’ association. 


National Contract Hardware 
Assn., convention and exhibit, Oct. 2-5, 
1939, at Hotel New Yorker, New York 
City. J. Harold Dumbell, executive sec- 
retary, Fulton Bldg., Pittsburgh, Pa. 


Coming Conventions 
and Events 


Corrected each issue 
according to latest data 


National Retail Hardware Con- 
gress, July 17-20, 1939, at Netherland 
Plaza Hotel, Cincinnati, Ohio. Rivers 
Peterson, managing director, National 
Retail Hardware Assn., Security Trust 
Bldg., Indianapolis, Ind. 


New England Hardware Dealers 
Assn., Feb. 28, March 1-2, 1939, at 
Hotel Statler, Boston, Mass. Exhibit at 
hotel. George G. Hoy, 140 Federal St., 
Boston, is secretary. 


Southern California Retail Hard- 
ware Association. Convention and ex- 
position at the Hollywood Roosevelt 
Hotel, Hollywood, Calif., March 1-3, 
1939. J. V. Guilfoyle, 1026 Rivers- 
Strong Bldg. 112 W. 9th St., Los 
Angeles, Calif., is managing director. 


South Dakota Retail Hardware 
Assn., convention and exhibit, March 
14-16, 1939, in Corn Palace, Mitchell, 
S. D. C. J. Christopher, Nicollet at 
24th, Minneapolis, Minn., is manager- 
treasurer. 


Southern Hardware Jobbers Assn. 
annual convention and American Hard- 
ware Mfrs. Assn. semi-annual conven- 
tion, April 17-20, 1939, at Hotel Roose- 
velt, New Orleans, La. T. W. McAllister, 
Grant Bldg., Atlanta, Ga., is secretary- 
treasurer of the jobbers’ association. 
Charles F. Rockwell, 342 Madison Ave., 
New York City, is secretary-treasurer of 
the manufacturers’ association. 


Triple Convention of the American 
Supply and Machinery Mfrs. Assn., 
National Supply & Machinery Distrib- 
utors Assn., and Southern Supply & 
Machinery Distributors Assn., May 25 
to June 1, 1939, on S. S. Monarch of 
Bermuda on a cruise to Bermuda. Secre- 
tary of the American Assn., R. Kennedy 
Hanson, 1108 Clark Bldg., Pittsburgh, 
Pa.; National Assn., H. R. Rinehart, 
505 Arch St., Philadelphia, and South- 
ern Assn., Alvin M. Smith, Smith- 
Courtney Co., Richmond, Va. 





Revere Catalogs 


Revere Copper and Brass, Inc., Rome, 
N. Y., has issued two attractive new 
brochures. One previews the Kitchen 
Queen newest addition to the Revere 
line of copper-chrome tea kettles. Of 
this new item, the manufacturer states, 
it is modern, attractive, and has many 
features usually found in more ex- 
pensive kettles, yet is priced with the 
lowest. The other brochure is a hand- 
somely illustrated catalog of Revere- 
Chrome Ware. 
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BY OFFERING A 

tanteéd 
CAWN MOWER 
SHARPENING 
SERVICE 












THE IDEAL LAWNMOWER SHARPENER is positively the last word in 
lawnmower sharpening equipment. Fast and accurate, it replaces 
the old hand sharpening method and does a far better job. Hundreds 
of dependable Hardware Dealers offer this service to their cus- 
tomers and make a handsome profit on the side. COMPLETE 
PLANS FREE! Our free plans show you how to establish a 
successful lawnmower sharpening business as 
a part of your present service to customers. 
Many stores average from $30 to $40 PER 
WEEK on the Ideal Sharpener which requires 
only the spare time of one of the clerks to 
operate. Send for free catalog today. 


THE FATE ROOT HEATHCO. 


702 BELL ST. © PLYMOUTH OHIO 



















ALL SPORTS 


YOUR JOBBER CAN GIVE YOU 
COMPLETE INFORMATION... 
. IF YOU DO NOT KNOW THE 
NAME OF THE JOBBER IN YOUR 
TERRITORY Waele us DIRECT! 





PROTECTION A 


No chain store, group buyer or mail order house 
can sell ROGERS Famous Liquid Fish Glue. 
Our policy of selling exclusively through the 
hardware jobber and dealer protects your profits! 


10,000,000 CONSUMER 


DEMAN D completes 


the FOUR best selling helps any 
manufacturer can offer his dealers! 
PRICE, QUALITY, PROTECTION 
AND NATIONAL ADVERTISING! 
.. makes it easier for YOU to travel 
the highroad of co- 
operation and more 
profits. 

PHONE YOUR JOBBER FOR DETAILS 
of the two Rogers deals that 
will get you off to a flying 
start behind the power of 
Rogers National consumer 
advertising! 


























ROGERS 
Gloucester, Mass. 






Ye bead WQUID FISH GLUE 
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PRODUCED BY 
HELLER STREAMLINED CABINETS 


‘ @ Increase your 1939 sales with the New Attrac- 

tive Modern Heller Streamlined Store Fixtures and Equip- 
ment. Heller has incorporated many new features to ma 
your own individual store stand out for attractiveness in 
displaying your stock to best advantage. The outlay is 
surprisingly modest! 
@ INVESTIGATE AT ONCE—Let Heller help you 
make 1939 your biggest year! Send as many details of your 
store as possible ana Heller will help you plan by mall, with- 
out cost or obligation. 


ILLUSTRATED LITERATURE SENT FREE 


W. C. HELLER & CO. 


139 Bryant St. 20 Vesey St. 
Montpelier, Ohio New York City, N. Y. 
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A “crack” sales-soldier...a 
package that's the talk of 
the trade...an item that has 
been a sure-fire performer 
from the start. Order Schalk’s 
Crack Filler from your job- 
ber. Schalk Chemical Co., 
Los Angeles and Chicago. 













Don’t let ““BUGS”’ get 
the jump on you 


NOW’S the time to order your stock of 
Red Arrow Garden Spray—and have it on 
hand when the first garden “‘bugs” appear. 
Why Red Arrow? This typical “‘sales talk” 
gives you all the answers: 

“Bugs in your garden, Mrs. Jones? You 
need Red Arrow Garden Spray. It’s easy to 
mix and use and kills most garden insects 
in a jiffy. It’s safe, too. Notice that the 
bottle doesn’t have to carry the well-known 
skull and crossbones or the word ‘poison’ 
on the label. How much? Very inexpensive, 
Mrs. Jones. This little 35¢ bottle makes 
several gallons—this larger dollar bottle 
makes four times as much for less than 
three times the cost—will probably last 

ou all summer. You want the dollar bottle? 
Thanks. This folder contains the few di- 
rections you need to get best results.” . 

Don’t let the “bugs” get the jump on 

ou. And remember—Red Arrow, in the 

o. 720 assortment pays you nearly 100% 
mark-up. Red Arrow will be advertised this 
summer in more magazines, to more people 
than any garden insecticide has ever been 
advertised before. Order from your jobber, 
or, for further details and selling ideas, 
write: The McCormick Sales Co., 403 
Light Street, Baltimore, Maryland. 














The “Who Makes It’ issue of Hardware 


Age enables you to quickly locate sources of 


supply and helps you answer many ques- 


tions regarding brand names, products, etc. 


Allentown, Pa.: Who makes the 
Ackerman door interviewer? C. Y. 


Schelby & Bro., Inc. 


ANSWER: George W. Acker- 
man, 244 W. 232nd St., New York, 
N. Y. 


Fort Myers, Fla.: Please advise 
us who distributes china made by 
W. H. Grindley & Co., Ltd. (Eng- 
land)? Franklin Hardware Co. 


ANSWER: Gunthel & Cruveih- 
ler, 61 West 23rd St., New York, 
N. Y. 


Williamsport, Ohio: Who makes 
wire bag ties and tools to twist the 
wire, John H. Dunlap & Son? 


ANSWER: St. Louis Steel Prod- 
ucts Co., 1509 N. Broadway, St. 
Louis, Mo. 


* * x 


Smethport, Pa.: Who makes elec- 
tric live stock prod poles? C. W. 
Masser Hardware. 


ANSWER: Electric Stock Driver 
Co., Bellefontaine, Ohio. Antiseptic 
Products Co., 3101 Walnut St., Den- 
ver, Col. 


Columbus, Miss.: Please advise 
us who distributes the Wilson skin- 
ning knives? Banks Hardware Co. 


ANSWER: H. Boker & Co., 101 
Duane St., New York, N. Y. 


Lancaster, Pa.: Who makes the 
Odora Cameo drop door wardrobe? 
The Steinman Hardware Co. 


ANSWER: Odora Co., Inc., 738 
Water St., New York, N. Y. 


Fostoria, Ohio: Who makes the 
Art Cast heavy aluminum ware? 
Fruith Hardware Co. 


Answer: Advance Aluminum Cast- 
ing Corp., 3742 W. 36th Place, Chi- 
cago, Ill. 
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MAKES IT?” 


Information regarding sources of supply as pro- 
vided readers of Hardware Age by the “Who Makes 
It?” editor is here presented as an aid to others in 
the trade who may be seeking the same articles. 
The inquiries reproduced have been selected because 
of their general interest to hardware merchants and 
buyers. This editorial feature in each issue supple- 
ments the service rendered by the “Who Makes It?” 
issue. When writing to the firms mentioned, state 
that you secured your information from the Hard- 
ware Age Directory Number. 


Rockland, Me.: Who makes the 
Rayo kerosene lamps? H. H. Crie 
& Co. 


Answer: Bradley & Hubbard 
Mfg. Co., Meriden, Conn. 


Lenox, Mass.: Who makes the 
wire chair braces? Maskell-Brod- 
erick Co., Inc. 


ANSWER: Long Life . Chair 
Brace Co., 11 E. 17th St., New York, 
i. 3 - 


New Hyde Park, N. Y.: Who 
makes the Spot Beam reading lamp? 
Plesser Hardware Corp. 


ANSWER: Mitchell Mfg. Co., 
1550 Dayton St., Chicago, Il. 


Dover, N. J.: Who makes the 
Evans cigarette lighter and cases? 
Chas. Harris Hardware Co., Inc. 


ANSWER: Evans Case Co., 21 
East St., North Attleboro, Mass. 


New Bedford, Mass.: Who makes 
the Guilder model builder? De Wolf 
& Vincent. 


ANSWER: Walter C. Guilder, 
Kingwood Park, Poughkeepsie, 
N. Y. 
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Milton, Pa.: Who makes the Keno 
alarm clocks? John Y. Buoy Co. 


ANSWER: Westclox Div. Gen- 
eral Times Inst. Corp., La Salle, Ill. 


* * * 


Los Angeles, Calif.: Who pub- 
lishes the Ladd discount book? 
Shaw & Co. 


ANSWER: Henry Fasig, 37 Par- 
dee Pl., East Haven, Conn. 


*% * * 


Trenton, N. J.: Who makes a 
flat piece of metal with corrugations 
to secure hinges whose screws have 
pulled out of the frame? Sprague 
Hardware. 


ANSWER: M. D. Hammerschlage, 
38 W. Market St., Newark, N. J. 


* * * 


Washington, D. C.: Who makes 
the Wonder combination wrench for 
opening Mason jars, can and bottle 
openers? The Thaxly Co. 


ANSWER: Gordon Mfg. Co., 110 
E. 23rd St., New York, N. Y. 


* * * 


Syracuse, N. Y.: Who makes the 
Tel-Key system used by apartment 
and industrial buildings to keep 
duplicate keys for locks? Herman 
Galbler & Son. 


ANSWER: Tel-Key Control Sys- 
tems, 300 4th Ave., New York, N. Y. 





Red Devil 
RIANGLE 


ALIERS 
POINTS ane nf 


T¢ 


Red 


This item is like “found money” 
—brings better than ordinary 
profit on goods once given 
away with glass. Customers 
like the idea and readily pay 
a nickel. Each package con- 
tains a point driver that saves 
bunged fingers and broken 
glass. 


LANDON P. SMITH, INC. 
IRVINGTON, N. J. 


GLAZIERS’ P TS - GLAS LIERS 
LAWN SPRINKLERS 








‘“‘Lead Seal’ NAILS 


Get samples of this remarkable roofing nail 
which makes any kind of roofing give better service. 
Smart dealers everywhere sell it as a profit-maker 
and good will builder. Note the famous ‘Lead 
Seal’’—the lead under the head and down the 
shank actually plugs the nail hole with lead! ... 
Ask your jobber or write us for samples and dem- 
onstrator blocks. 


The DENISTON Company 
4840,S. Western Ave. CHICAGO, ILL. 





THE ORIGINAL TIRE FABRIC MAT 
Herringbone weave, Patented 
Link-type Construction 
ATTENTION JOBBERS 
All Durable Mats are now tagged with Your 
Name. Your dealers always know where to 

reorder. 
This is just one of many services that 
Durable gives its jobbers. 
Sold Only Through Jobbers and Dealers 
DURABLE MAT CO. 
777 Brook St. Akron, Ohio 
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Chassthied Opportumitiea. Section... 





Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





|  Chamsihied Adwentining Rater | 





Help Wanted. Accounts Wanted 
usiness Opportunities 

Sales Representatives Wanted 

Set solid, maximum, 50 words....... 


All capitals, maximum, 50 words..... 
Each additional word......... -06 


Positions Wanted 
(Special Rate) set solid, maximum, 
50 words 
Each additional word............... 01 
allow Seven Words for Keyed Address or Your Address 


BOXED DISPLAY RATES 
One inch $ 
Each additional inch.......... 





DISCOUNTS FOR CONSECUTIVE INSERTIONS 


4 insertions, 10% off; 8 insertions, 15% off. 

Due to the special rate, these discounts do 

not apply on Position Wanted Advertise- 
ments. 


== @ «= 
REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 
not currency. 
= @ «= 


HARDWARE AGE is published every 
other Thursday. Classified forms close 








15 days previous to date of publication. 


NOTE 
Samples of Literature, Mer- 
chandise, Catalogs, etc., will 
not be forwarded. 


Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 38th St.. New York City 











| Poritiows Wanted = 


| = Positions Wanted =| 


| Positions Wanted =| 








HARDWARE PERSONNEL. OUR FILES 
CONTAIN applications of sev experi- 
enced and well trained employees in the hardware 
industries. No yy to ae for this ser- 

If we can of an eit 
"phone MsSOCIATED PLACEMENT 2 Bini U, 
1 eon 1803. 42nd Street, New York City. Wis. 

1 





SALESMAN—CALLING ON HARDWARE, 
ont, goods, department and variety stores, 
would like to represent a manufacturer, or job- 
ber in Philadelphia and Jers Ce. Have car. 
Commission basis. Address D-336, care of 
Harpware Acer, 239 W. 39th St., N. Y. City. 





AM INTERESTED IN CONNECTING WITH 
reliable Manufacturer as Purchasing Agent. Eigh- 
teen years’ experience Jobber, Mail Order and Syn- 
dicate Buying Companies. Acquainted with the t 
and can aid in increasing volume. Excellent ref- 
erences. Address Box D-328, care of WARE 
Ace, 239 W. 39th St., New York City. 


BUILDERS’ HARDWARE CONTRACT 
MAN THOROUGHLY experienced architects’ 
plans and specifications on all classes building 
construction. Familiar leading manufacturers 
lines and specialties. Address Box D-371, care 
of Harpware Acez, 239 W. 39th St., N. y. City. 





SALESMAN—15 YEARS’ EXPERIENCE ON 
THE road—38 years old, would like to represent 
some manufacturer in Greater Metropolitan Dis- 
trict. Am open to any fair proposition on com- 
mission. Have a good sales record and refer- 
ences. Address Box D-376, care of Harpware 
AcE, 239 W. 39th St., N. Y. City. 





SALESMAN, TWENTY YEARS’ EXPERI- 
ENCE, HARDWARE, paints, housefurnishings 
Exceptional references and ability. Ten years 
manager. Reason for change—present employer 
selling lease. Not afraid of work. Location ne 
factor. Address Box D-364, care of Harpware 
Acre, 239 W. 39th St., N. Y. City. 





SALESMAN, AGE 44. HAS TRAVELED 
THE state of Florida calling on hardware trade 
with same firm 10 years. Wishes to represent 
reliable firm desiring salesman for Florida and 
Southern states. ot afraid to work or travel. 
Best references. Address Box D-334, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 





SALES MANAGER AVAILABLE. A SEA- 
SONED sales executive with an established record 
covering eighteen years with two stove manufac- 
turers seeks a new connection. Especially interested 
in stoves, but big enough to fit in with any organ- 
ization needing a sales producer. Middle west 
preferred. Address Box D-310, care of Hanpwars 
Ace, 239 W. 39th St., New York City. 





MAN, AGE 30, WITH 16 YEARS’ EXPERI- 
ENCE in retail hardware and paint line desires 
position with firm where there is a definite oppor- 
tunity. Ten years as manager. Best of refer- 
ences. Single. Can locate anywhere in U. S. 
Address Box D-375, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 





STORE OR DEPARTMENT MANAGER, 
36, FORMERLY in charge of hardware depart- 
ment leading National Chain Store Organization 
thoroughly experienced in modern merchandising 
methods, sales promotion, buying control, store 
arrangement, advertising and _ display. Seeks 
connection with progressive independent dealer 
interested in modern sales promotion ideas. Ad- 
dress Box D-372, care of Harpware Ace, 239 W. 
39th St., N. Y. City. 





ACTORY SALES REPRESENTATIVE— 
on QUALITY TOOLS, with 15 years’ success- 
ful record—“on the road.” Experienced also in 
dealer promotion work covering New England, 
New York States, Canada, Great Britain, and the 
continent (Export). Excellent educational back- 
ground and credentials. Accustomed to difficult 
assignments and responsibility; dependable. Mod- 
erate salary. Now available. Address Box 
D-365, care of Harpware Ace, 239 W. 39th St.. 
N. Y. City. 
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COMPETENT and EXPERIENCED HARD- 
WARE MAN (43) WITH SEVERAL years’ 
traveling experience and for many years owned 
own store wishes to contact proprietor of Hard- 
ware and erent business and eventually pur- 
chase an interest. Can offer finest of references as 
to eharacter and ability. Address Box D-311, care 
of Harpware Ace, 239 W. 39th St., New York City. 





HARDWARE SALESMAN, SINGLE, 15 
YEARS’ SELLING experience, ery connection 
with manufacturer selling to hardware jobbers and 
dealers in Western Pennsylvania, odin Ohio and 

West Virginia territory. Trade established. Un- 
questionab i references. College education. Ad- 
dress Box D-319, care of Harpware Ace, 239 W. 
39th St., New York City. 





EXPERIENCED SALESMAN, — BROOK- 
LYN TERRITORY, would like to ta 
specialty manufacturer, for the paint He hardware 
trade. Large following built up in the last seven 
years. Excellent erences. perienced selling 
turpentine, alcohol, linseed oil, etc. Address Box 
D-337, care of HARDWARE Acz, 239 W. 39th St., 
N. Y. City. 





HARDWARE MAN THOROUGHLY EX- 
PERIENCED IN Retail and Wholesale hardware, 
paints, sporting goods and kindred lines, desires a 
position with responsible retail firm. References. 
Capable of buying, bookkeeping and store manage- 
ment. In early fifties and good health. Free to 
go anywhere. Middle West or South preferred. 
Salary secondary. Address Box D-316, care of 
Harpware Ace, 239 W. 39th St., New York City. 





YOUNG MAN, 22, EXPERIENCED, DOING 
LOCK WORK, glazing, selling, stock, inventory, 
display, and all incidental work entailed in a 
small Brooklyn hardware store. Seeking position 
in larger store, preferably in Brooklyn, with op- 
portunity fot assuming responsibility. Now re- 
ceiving $18.00, and do not expect more. Will 
gladly call for an interview upon request. Write 
to—M. Garber, 2077 Dean Street, Brooklyn, | i - 





HARDWARE MAN WANTS TO REPRE. 
SENT factory or manufacturer’s agent. Has car. 
Best of health; can furnish best of references. 





preferred. Address Box D-356, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 
YOUNG MAN, 34, MARRIED, 14 YEARS’ 
EXPERIENCE in own store. Full knowledge cf 
hardware, housefurnishings and paint. Good 
locksmith; knows builders’ hardware. Desires 
position in retail store, buyer—manager. Metro- 


politan New York or Northern New Jersey pre- 
ferred. Address Box D-361, care of Harpwars 
Acez, 239 W. 39th St. N. Y. City. 





TEN YEARS’ EXPERIENCE IN RETAIL 
hardware store. Desires position with retail firm. 
Age 34. Neat appearance, conscientious, capable 
and willing worker and producer. Available on 
short notice. Starting salary secondary to oppor: 
tunity and future. Prefer work in either North- 
ern California or Arizona. Address Box D-348, 
ose of Harpware Ace, 239 W. 39th St., N. Y. 

ity. 





COASTWARD BOUND—YOUNG MAN 
WITH ten years’ hardware and kindred lines 
experience, desires to represent reputable manu- 
facturer, while traveling through the States. Will 
work on commission basis. Excellent opportunity 
for manufacturer who desires his line missioned. 
Excellent references. Leaving shortly. Address 





—G. D. Hirsch, 1871 W. 13th Street, Brooklyn, 
New York. 

SALES EXECUTIVE, 41, CONNECTED 
WITH LARGE hardware w ler, excellent 


merchandising background and a good sales record 
both ‘fon the road” and in an executive capacity, 
desires position with progressive manufacturer. 
Feels manufacturers today need new methods of 
approach to interest jobber, retailer and ultimate 
consumer -~ = repared to demonstrate how this 
can be do ress Box D-304, care of Harp- 
WARE Fon “339 AY 39th St., New York City. 





THOROUGHLY TRAINED BUILDERS’ 
HARDWARE MAN, thirty years old, married, 
willing to travel. Nine years’ contract and two 
years’ road experience. Capable of preparing 
estimates and specifications for any type and 
size construction. Experienced as buyer and man 
ager. Will accept position representing manu- 
facturer on salary plus commission. Prefer Ohic 
or Pennsylvania. Address Box D-363, care of 
Harpware Acar, 239 W. 39th St., N .Y¥. City. 





SALESMAN: :—ONE WHO BELIEVES IN 
results, twelve years’ experience contacting hard- 
ware trade, sporting goods houses, department and 
chain stores in hio, Michigan, and Indiana, 
seeks permanent connection with manufacturer 
requiring man with unbroken record of real 


achievement. Commission working arrangement 
with responsible manufacturer and quality line of 
merchandise. Age 45; married. Own car. Com- 


plete references and details in interview. Prin- 
cipals only please address Box D-359, care ot 
Harpware Acer, 239 W. 39th St., N. Y. City. 


HARDWARE AGE 








tE- 
ar. 
es. 


ty. 
.S’ 


res 
ro- 
re- 
RF 


IL 
m. 
le 
on 
or: 
th- 
8, 
2 


es 
u- 
ill 
ty 
d. 
ss 
n, 








[Sales Representatives Wanted | 


| — fxccounts Wanted =| 











Side-Line Salesmen Wanted 


To salesmen now calling on Hardware, Variety and 
General Stores in small towns and cities, we offer 
a good, staple side line of 10¢ and 25¢ Paints on 
a commission basis. Write advising territory covered 
and lines now carried. 


Address Box D-362 care of HARDWARE AGE, 
239 W. 39th Street, N. Y. City 








te 





SPORTING GOODS AND _ FISHING] 


TACKLE: salesmen wanted for Philadelphia terri- 
tory—old established jobbing house. carry 
side line if desired. Address Box D-369, care of 
Harpware AGz, 239 W. 39th St., N. Y. City. 





HARDWARE AND HOUSEFURNISHINGS: 
SALESMEN WANTED for Providence, R, I. 
territory. Commission basis only. Can carry 
side line if desired. Address Box D-368, care of 
Harpware Acez, 239 W. 39th St., N. Y. City. 





AMAZING LAWN MOWERS. ELECTRIC- 
GASOLINE type. Exclusive franchise available. 
Liberal discounts. Comb puts tall, down, or 
tangled grass, or weeds into position to cut clean 
with different rotary cutters. Guaranteed five 
years. Address—Paul Manhart, Brandeis Theatre 
Bldg., Omaha, Nebraska. 








A PROGRAM OF EXPANSION 
and a new merchandising plan has created the need 
for territorial coverage on the entire Atlantic Sea- 

rd. We are paint manufacturers whose antecedents 
date back to 1876. We should be glad to hear from 
reputable, dignified, salesmen who have established 
retail hardware and paint trade, and who can devote 
part or full time in our interest. All applications 
must stand a most rigid ation 

Address Box D-367, care “! HARDWARE AGE 

239 W. 39th St., City 














EXCLUSIVE TERRITORIES FOR THE 
“STRONGHOLD” Plug, a new development in 
Fibre screw anchors, manufactured under Rawl- 
plug Company’s patents. Palatine Industrial Co., 
Inc., 111 Fifth Ave., New York, N. Y. Sole 
distributors. 





SALESMAN — AGGRESSIVE, HAVING 
GOOD FOLLOWING, to sell national brand flash- 
lights and batteries to jobbers and chains. State 
territory, type trade, number lines now handling. 
Commission basis. Replies confidential. Address 
Box D-370, care of Harpware Ace, 239 W. 39th 
St. N. Y. City. 





IF YOU CAN USE A main profitable side 
line that will pay your traveling expenses on 
communicate with us giving all information a 
yourself. Factories you now represent, territory 
you cover, etc. This is not a penny —~ 
Steel cabinets, chromium goods, lamps, wood 
novelty furniture, etc. Address—The Walter Ss. 
Kraus Company, Woodside, New York. 





PROMINENT MANUFACTURER OF POP- 
ULAR-PRICED—guaranteed socket, box, open 
end wrenches, wishes commission salesmen now 
selling other tools to large hardware dealers. 
Other good lines open. No charge for our service. 
Address—Mutual Network of Manufacturers’ 
Agents, Box D-373, care of Harpware AGz, 239 
W. 39th St., N. Y. City. 





PAINT SALESMAN — MANUFACTURER 
WITH NATIONAL distribution requires the 
services of a few high- grade men for northwestern 
Ohio, also Michigan territories. Men with paint 
experience in these territories preferred. Salary 
and commission. Our men know of this ad 
Address Box D-366, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 





IN OUR 35TH YEAR, WE ADD to our cream 
separator line the most sensational portable milker 
ever developed! Good salesmen can earn $5,000 
or better. Dairy equipment experience helpful, 
but not necessary. We want financially respon- 
sible salesmen who work best under supervision; 
also need several really big salesmen having 
supervisory ability. Give full details in first letter; 
include employment record past 10 years. To 
right men, this is really a life-time opportunity. 
Address Box 738-HA. ANKER-HOLTH MAN- 
UFACTURING CO., Port Huron, Mich. or Sar- 
nia, Ont. 





SALESMEN WANTED BY _ HIGHLY- 
RATED manufacturers, in business over 35 years, 
to sell a line of good dependable, moderately 
priced aluminum cooking utensils direct to the 
retail trade. Have territory open in Indiana, 
Eastern Nebraska, Kansas, Western Missouri, 
Oklahoma and Arkansas. Will consider only ex- 
perienced salesmen who know the retail hardware 
trade in territory and have sold housewares lines. 
Full commission paid weekly. Exclusive territory. 
Have unusual proposition for the right men. 
Dealers stay sold and re-order regularly. Sales- 
man should have one other line to sell in connec- 
tion with ours. Address D-355, Harpware Ace, 
239 W. 39th St., N. Y. City. 


FEBRUARY 23, 1939 





SALESMAN NOW CALLING ON HARD- 
WARE trade to sell rope on commission basis. 
This is an excellent opportunity. State territory 
covering, reference, arrangements for interview 
will follow. Address Box D-358, care of Harp 
warE AGE, 239 W. 39th St., N. Y. City. 





WANTED: SALESMEN TO COVER RE- 
TAIL hardware and sporting goods stores; one 
man for Rhode Island, es net one for Maine. 
References required. proposition for 
right man. Address Bos 32, on of Harp- 
waRE AGE, 239 W. 39th St., N. Y. City. 





CUTLERY MANUFACTURER DESIRES 
CONTACT AGGRESSIVE representative regu- 
larly covering hardware dealers, department stores, 
and gift shops in Illinois and Wisconsin. Attrac- 
tive proposition to experienced, high-grade man. 
Full details in first letter to Box D-351, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 


HARDWARE WHOLESALERS NATIONAL 
DISTRIBUTION; 25 salesmen; desire addtional 
direct factory representation. Articles suitable 
for Chain Stores, Mail Order Houses, Retail 
Hardware Stores. Box D-349, care of HARDWARE 
Ace, 239 W. 39th St., N. Y. City. 





LINE WANTED — MANUFACTURER’S 
AGENT, RESIDENT of Minneapolis, calling on 
department store, furniture and Seodouse trade, 
desires additional fast-moving line for distribu- 
tion in Minnespta and Northwestern Wisconsin. 
Address Box D-357, care of Harpware AGE, 239 
W. 39th St., N. Y. City. 





ESTABLISHED CANADIAN FIRM SELL- 
ING TO wholesaler hardware trade, plumbing 
jobbers and contractors throughout Canada can 
handle additional lines, preferrably merchandise, 
which can be partially manufactured or assembled 
in Canada. Address Box D-374, care of HaRrpWARE 
Ace, 239 W. 39th St., N. Y. City. 





MANUFACTURERS’ REPRESENTATIVE 
WITH EXTENSIVE WHOLESALE hardware 
connections, 30 years’ experience covering Michi- 
gan, Wisconsin, Minnesota, S. Dakota, Nebraska, 
Kansas, Missouri, Iowa, Illinois, Indiana, Ken- 
tucky and Ohio, open for additional line ae 
or Specialties. Sales through Jobbers only. Com- 
mission _ basis. Exclusive territory. Aan 
— Harpware Acer, 239 W. 39th St., N. Y. 

ity. 








SOMETHING NEW! GENUINE LITHO- 
GRAPHED DECAL transfers, now offered in 
small quantities. An attractive name plate insures 
wide advertising publicity at low cost. Sideline 
salesmen wanted; prospects everywhere—good com- 
mission, steady repeats. Samples on request. Ad- 
dress — Ralco Decalco, HA — 1305, Washington 
Street, Boston, Mass. 





MANUFACTURERS’ AGENTS WANTED 
TO SELL an old established line of leather 
goods to wholesale Hardware, Drug and Sporting 
Goods Houses. We have the following territories 
open, Atlantic, Southern and Pacific states. We 
have accounts in these territories cataloging our 
jine and we want men who have sales contacts and 
can add new accounts. Address Box D-350, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 





LARGE NEW YORK WHOLESALE HARD- 
WARE and housefurnishing house requires ser- 
vices of salesmen with thorough knowledge of the 
line, and who have an established trade. Our 
line is diversified, stocks complete, prices right, 
splendid opportunity for aggressive men. Terri- 
tories open, Massachusetts, Rhode Island, West- 
chester, New Jersey and New York. Commission 
basis. State past five years’ employment. Ap- 
plications confidential. Address Box D-344, care 
| Harpware AGE, 239 W. 39th Street, N. Y. 

ity. 
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Agency Wanted London, England 
English House with first class connection among 
Ironmongers, Hardware Dealers, Furnishing Iron- 
mongers and leading stores throughout England, re- 
quire Sole Agency for any popular selling line in- 
cluding latest type garden furniture and camping 


equipment. 
Send full details to 


SAMSON PRODUCTS LTD., High Road, 
Broxbourne, Herts, ENGLAND 














COMMISSION LINE WANTED FOR ILLI- 
NOIS exclusive of Chicago. Able, aggressive 
salesman, well established with the trade, wants 
high-grade, dependable repeat line or yore 
for retail hardware, lumber, implement or kindred 
trades. Have dealers’ confidence and can put over 
new line if it has quality. Personal interview 
preferred. Address P. O. Box 784, Peoria, 
Tilinois. 





| Business Opportunities | 











RETAIL MERCHANTS 
INCREASE YOUR BUSINESS! 
A COMPLETE MAILING LIST 
OF YOUR TRADING AREA 
FOR ONLY $3.00 


Covering all rural routes and towns within a radius 
of 25 miles from your store. Newly compiled from 
official sources—up to date. 

Increase your business by reaching these potential 
customers. 

Full Postal Department instructions will be in- 
cluded with your mailing list 

Send check or money order for $3.00. 


RETAILERS SALES SERVICE 
5th Ave. & Washington Pittsburgh, Penna. 














WE PAY CASH FOR CLOSE-OUTS, job 
lots, and bankrupt stocks in harness, farm sup- 
plies, hardware, auto accessories, furniture, paint, 
tarpaulins, tents, congoleum, linoleum. Write— 
Minneapolis Harness & Supply Co. 92 South 
Robert Street, St. Paul, Minnesota. 





HARDWARE BUSINESS ESTABLISHED 
FOR OVER sixty years located in western New 
York. Store recently remodeled, all new fixtures 
with clean stock of hardware, paints and appli- 
ances. Inventory including fixtures $20,000. 
Will give long term lease on building. Owners 
desire to devote tire to other interests. Address 
Box D-354, care of Harpware AGE, 239 
39th St., N. Y. City. 





HARDWARE BUSINESS, GOOD LOCA- 
TION IN one of the best small towns in northern 
Pennsylvania. Old established business, owner 
wishes to retire. Clean, modern stock, no shop 
worn goods. General hardware, paints, plumbing 
and sheet metal shop. Merchandise, tools and 
fixtures inventory about $7,000. Brick store 
building 26’ x 80’, full basement. Storage and 
salesrooms on second floor. Long lease, low 
rent for entire building. Address Box D-360, 
= of Harpware Ace, 239 W. 39th St., N. Y. 

ity. 








ESTABLISHING MANUFACTURERS 
AGENCY FOR GEORGIA selling Hardware and 
Lumber trade. Accounts wanted; Builders Hard- 
ware, Medicine Cabinets, Screen Cloth, Coal 
Chutes, Garage Hardware, Weather Strip, Mail 
Boxes, Cabinet Hardware, Carded Hardware, 
Foundation Ventilators, Butts, Hinges, etc.,—and 
kindred lines. Details first letter. Marthame 
Sanders & Co., 229 Techwood Drive, Atlanta, 
Ga. Dept. of Sales. 





FOR SALE 


30,000 Pounds Chain 


Twist Link Electric Welded 2/0, 3/0 

Galvanized Side Chain 1/0, 2/0, 3/0 

100 Feet Lengths—Bargain Prices 
For the Lot or in Parcel Lots 


AMERICAN CANVAS COMPANY 
579 Atlantic Avenue, Boston, Mass. 
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STICKS-HOLDS-—LASTS 


Standard every- 
where because made 
of plenty of new live rub- 
ber that stays alive. Doesn’t 
dry out. Extra adhesive. 4 sizes 
—A#l, #2, $4 and #8. In dis- 
play containers, as shown. 


BULLDOG 
Friction 








To completely satisfy your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 
the red, white and blue surface markers in %4 inch diameter and larger. 





Columbi Rope C pany, Auburn, “The Cordage City", N.Y. 


WATERPROOFED - GUARANTEED 


WIRE 


BRIGHT e ANNEALED © COPPERED 
GALVANIZED and TINNED—Coiled, 
Straightened and Cut to Length— 
in All Sizes. 

V MANUFACTURER” YW CLIP 













OPEN 
HEARTH 
STEEL 











V FLORIST V BALING 

V WEAVING VY BUNDLING 

V STONE V BALE TIES 

V STAPLE V BOOKBINDING 
VY TAG V AND OTHERS 


WICKWIRE BROTHERS 


ORTLAN D::-N E WwW _ 2° a 





Gen" DOMES 9 SILENCE 
SLIDE SILENTLY - SOFTLY - SMOOTHLY 


SET c SE SAVE FURNITURE 
& FLOORS-CREATE QUIET 
Nome Domes of Silence 
Sites ae Nik nee 
Rubber Cushion Glides 


Cement and 
mule) 


chairs std all furnitu 


Ask your Jobber. If he is not supplied write to 


DOMES of SILENCE, Inc., 35 Pear! St., N.Y. C. 


124 

















Ondex SJco fidwerttuewn 





The Dash (—) Indicates that the Advertisement Does Not Appear in This Issue 


Acme Steel Co. .....- 
Aladdin Industries, 
Allen & Co., Inc., 


Allen Mfg. Co., The iy : 


Alliance Mfg. Co. 
Altorfer Bros. Co. 





American Brass Co. ......+++-- 


American Cabinet Hdw. 
American Chain & Ca 


Corp... 
ble Co., 


Ms extadens de seesscvedens 


American Chain Div. . 


American Fork & Hoe Co., The 
American Hardware Corp., The 
American Home Products ...... 


American Safety Razor 


Corp.... 


American Sponge & Chamois Co., 


IMC. wccceccece 


American Steel & “Wire Co. 


American Thermos Bot 
WY kde accrcnscrec os 
American Wire Fabrics 


tle Co., 


Corp.. 


Ames, Baldwin, Wyoming Co.. oe 
Animal Trap Co. of America ... 


Arcade Mfg. Co. ..... 


Archer-Daniels-Midland Co. .... 


Armstrong Bray & Co. 


Armstrong Bros. Tool Co. ... ce 


Ashaway Line & Twine 
Atkins Co., E. C. .....- 
Autoyre Co. ..ccccccce 
Avery ‘Adhesives aieaisd 


Babcock Co., W. W. .. 


Mfg. Co. 


Baker McMillen Co., The ...... 
Ballonoff Metal Products Co. ... 


Barrett Co., The ..... 
Bartlett Mfg. Co. ..... 
Bassick Co., The ..... 
Behr-Manning Corp. ... 
Bemis & Call Co. ..... 
Bernz Co., Inc., Otto 
Bethlehem Steel Co. 





Bissell Carpet Sweeper Co. 


Blaisdell Pencil Co. .. 


Bommer Spring Hinge Co. 


Bond Electric Corp. .. 

Borg-Warner Corp. ... 

—— Woven Hose & 
Ce 


mente Co., A. S. (Plastic Wood) 
8 


Boyle Co., 
Oil Div.) coccseoces 
Brearley Co., The ..... 





Brown Corp., W. R. ..... 


Brush-Nu Co. ......+.. 
Buckeye Aluminum Co 


Cc 
Carborundum Co., The . 
Carey Co., The Philip . 
Carnegie-Illinois Steel Cc 


(Three-in-one 


The 


rp. 


Carrollton Metal Products Co. 


Casco Products Corp. .. 
Central Commercial Co. 


Champion Hardware Co., 


Cheney Hammer Corp., 


Chicago Roller Skate Co. 


‘(Sta-So) 
The 
Henry. . 


Chicago Spring Hinge Co. ...... 


Chicago Wheel & Mfg. ( 
Chisholm-Ryder Co., Inc. 
Clark Mfg. Co., J. he ‘ 
Clayton & Lambert Mfc. 
Clemson Bros., Inc. ... 


‘o. 


Cleveland Brass Mfg. Co. ..ccce 


Cleveland Chain & Mfg. 


Co., The 


Cleveland Wire Spring Co., yond 


Clopay Corporation 
Clover Mfg. Co. ...... 
Coburn Trolley Track © 
Coleman Lamp & Stove 
Collins Co., The ...... 
Columbia Steel Co. .... 
Columbian Rope Co. 
Connecticut Valley Mfg. 
Continental Screw Co. 
Continental Steel Corp. 
Cook Co., H. C., The . 
Crescent Tool Co. .... 
Cross & Co., Inc., W. 


Crosley Corp., The .... 


Cycle Trades of America, 
Cyclone Fence Co. .... 


Daisy Mfg. Co. ....... 


Dazey Churn & Mfg. Co. 
De Laval Separator Co., ‘ 


Deniston Co., The .... 
DeWitt Operated Hotels 
Dexter Oe. ...ccercacs 





Dy. c0e-e0 
GO. ssee 





; Ine. 


Diamond Calk Horseshoe Co. 


nt Ths Mie Wi ‘ose nas oemae ns 
Disston & Sons, Inc., Henry 

Domes of Silence ...........+. 
Draper-Maynard Co., The ...... 
Ree BOG GD, on v.vcccssecese 
du Pont de Nemours & Co., Inc. 


E. I., Rayon Dept., Cellophane 


Div., Cellulose Sponge 


du Pont de Nemours & Co., Inc. 
E 


Fabrics and 


Finishes 


Dept., Chemical Specialties 


l11188 


is 
a 


lllelslislla 


_ 


Seeeeeen 


- 
i) 


1 1 


_ 
= 
a 


E 
Eagle Lock Co. ......-.ce+-ee% — 
Eagle Mfg. Co. ......--eceeess _- 
Eagle Rule Mfg. Co. .........- —- 
Eclipse Lawn Mower Co. .....- 
Edlund Co. ....cccccececeeces — 
Edmont Mfg. Co. 95 
Elastic Tip Co., The —_— 
Electrite Fence Co. . 102 





Embury Mfg. Co. .... 


Empire Level Mfg. Co. —- 
Enterprise Mfg. Co. of Phila... — 
Everedy Co., The .......ccccee — 
F 
Fate, Root, Heath Co., The ... 119 
Faultless Caster Corp. ........ 125 
Flexible Steel Lacing Co. ..... _— 
Florence Stove Co. .......+++: 7 
Frants Mfg. Co. ....ccccccccces —_— 
Frick- Gallagher Mfg. Co., The... — 
Frigidaire Div. of General Mo- 
tors Sales Corp. ..........- 14-15 
G 
Gale Products ......cccecsesss 
Gammon, Benj. W. .......+--- 115 
Gardiner Metal Co. ........... —_ 
Gem Div., American Safety Ra- 

BOP COED. cccccccccscccssese 
General Electric Co. (Full Line) 
General Electric Co., Bridgeport, 

Conn. Appliance & Mdse. Dept. 104 
General Electric Co., Lamp Div. 28 
General Motors Sales Corp. ...14-15 
General Shaver Corp. .......-.- 
Gibson Electric Refrigerator 

COFP. cccccccccecccsecccees _ 
Glass Coffee Brewer Corp. ..... —_ 
Goldsmith Sons Co., Inc., The P. — 
Seonvens Tire & Rubber Co., Inc. — 
Graham Mis, GO. ccccscccceces -- 
Gray & Dudley Co. ........... os 
Greenfield Tap & Die Corp. _ 
yreenlee Tool Co. .....-+-+++- _ 
Griffin MMe. Oe. ..wccccccccese — 

H 
Hanson Scale Co. ..........-. 
—> Hardware & Mfg. Co., 

hi k Godebaedacedeersooess — 
Hawkins Co., The ............ _ 
Hazard Insulated Wire Works. — 
Heller & Co., W. C. ....... . 119 
I MN TM, i oicika 6 nancssyecs —_ 
Beer MEE. CO. cccscccscccce —- 
Hotel Hollenden ........... ae on 
Hoppe, Inc., Frank A........-. _— 
Horton Manufacturing Co. ..... —- 
Hoyt & Worthen Tanning Corp. — 
EiuemefelG Ce. ...cccccccccccee _ 
RE GIS. asieecescesers Kaas 

I 
efndependent Lock Co. ......... 89 
Indestro Mfg. Corp. .......... 111 
Indiana Stee] & Wire Co. ...... 108 
Ingersoll Steel & Dise Div., Borg- 

Warner COEp. .cccccccccccce -- 
International Harvester Co., Inc. — 
Iron Glue Div., McCormick Sales 
Irwin Auger Bit Co., The ...... 1 

J 
Jennings Mfg. ¢ The Russell. - 
Judd Co., Inc., e Me b0d60860% 83 
K 


Keil & Sons, Inc., Francis ..... 118 

Kelly Axe & Tool Works of 
American Fork & Hoe Co. ... — 

Kelvinator Div., Nash-Kelvina- 


GF CURR. ccc civicccccczeweses _ 
Keuffel & Esser GR .ccccesconss _ 
Keystone Steel & Wire Co. .... 23 


FF SS reer — 


L 


Lamson & Sessions Co. -- 
Landers, Frary & Clark 





Laughlin Co., Thomas . te ses ata 
Leonard Div., Nash-Kelvina- 
OOP COED. cc cccccsccdsccesec _— 


Libbey-Owens-Ford Glass Co. . -- 
— oln-Schlueter Floor Machine 


>. ae Hdwe. Mfg. Co. ..... —_ 





Lufkin Rule Co., The ......... =. 


HARDWARE AGE 











Ondex SJa fdwertiwrevr 





The Dash (—) Indicates that the Advertisement Does Not Appear in This Issue 





M 

McCormick Sales Co., Ine., Iron 
GEO TV. cccccocvcsscccecee — 

as Sales Co., Red Arrow 
Mle © Reged edediecegsegeenves 120 
MeDonald Mfg. Co., — 
McKinney Mfg. Co. .. 99 
McLaughlin, Gormley, King Co. — 
Macklanburg-Duncan Co. ...... = 
Majestic Company ............ _— 
Marble Arms & Mfg. Co. ...... — 
Marshalltown Trowel Co. ...... — 
maMaster Lock Co. ......cccteee 9 
Master Products Co., The ...... _ 
Mayhew Steel Products, Inc. ... — 
Merchandise Mart, The ........ _ 
Metal Sponge Sales GOR. o.c.cces 111 

Miami Cabinet Div. of The Philip 
Ce MO sscess snsvoceecus — 
Mid-States Steel & Wire Co. ... 97 
Beet Bee OO. cscccccses oo. 
Miller, Inc., Robert E. ........ 124 
Millers Falls Co. .... e+e 82 
Moore Enameling & Mfg. “Co. , The 88 
Moore Push Pin Co. ........+- _— 


Morse Twist Drill & Machine Co. — 
Morgan Line, Southern Pacific 
Steamship Lines ............ 101 
Murphy’s Sons Co., Robert ... a 
Uurray Ohio Mfg. Co., om cana Oe 
Myers & Bros. Co., The F. E. 16 


N 


Nash-Kelvinator Corp. ......... 
National Glove Co. ..........- 
— Enameling & Stamping 
SRR Pee errr 
National Lead Co. ......... 
National Mfg. Co. 
National Pressure Cooker Co. .. 
National Screw & Mfg. Co., The 
WeeeONOO Wie OR, cccccccccece 
Norcross & Sons, C. 8S. ....... 
North Bros. Mfg. Co. 
Northwestern Steel & Wire Co... 1% 
Norton Abrasives ............- 





Wt 


to 
and 


t 


Se Be, ee — 
Oliver Iron & Steel Corp. ...... 106 
Osborn Mfg. Co., The ......... -= 
Outboard Marine & Mfg. Co. ... — 


4 


Parker-Kalon Corp. --- 
Patent Cereals Co., The ....... 26 
Pees, BU EO, 6k. oo e00-0008 — 
Peck, Stow & Wilcox Co. ...... = 
OCG Pee OB. cccsccccce ._— 
Perfection Stove Co. .......... — 
Peters Cartridge Div. . .29, 30 
= Plate Glass Co., “Paint 


Pittsburgh Plate Glass Co. 
(Pennvernon Div.) .......... -- 
Pittsburgh Plate Glass Co. 


Se ED Scccccccencee -— 
Pittsburgh Steel Co. .......... 21 
Plymouth Cordage Co. ......... 20 
Plymouth Rubber Co. ...... -.-_— 


Porcelain Products, Inc. ....... — 
Oe ee -— 
Precision Engineering GA. cacses - 

PHOMEE PROGMEM .occccecccace — 
Preme Bite. Op., FRO oc cerccece = 
Proctor Electric Co. ........... - 
Progressive Mfg. Co., The .... — 


R 
Raybestos-Manhattan, Inc. (Ray- 
MOD MOELE sdcecewcacccees 115 
Ray-O-Vac Co. scindecseses Se 
Raysteel Spec jalties, BMG... weness - 


Reading Hardware ‘Corp. re -- 
Red Arrow Div., McCormick 
errr er rrr re tree — 
Remington Arms Co., Inc. ....11, 12 
Remington-Rand, Inc. ......... — 
Republic Steel Corporation ..... -- 
Republic Steel Corporation (Wire 
PED, 666-056. 0.6:0.6 000.6000: — 
Revere Copper & Brass Corp., 
Pe De Is, Sccecivcessss -—- 
eB OR See - 
Rich Ladder & Mfg. Co., The.. - 
Rittenhouse Co., Inc., A. E. ... - 
Rixson, Oscar C., & Co. ...... 92 
Roberton Mfg. Co. 
Robertson, Arthur R. ......... = 
Rochester Sash Balance Co., Inc. — 
Rogers Isinglass & Glue Co. .... 119 
Rome Mfg. Div., Revere Copper 
SP Te Eo csc dscewess 
Ruby Chemical Co. ............ — 


FEBRUARY 23, 1939 





Russell, 7 pares & Ward Bolt & 
Nut CO. cc.ccccccccscsccoes — 


ae th, & Gen, Sac... doa. FT. .. BI 
s 

Samson Cordage Works ....... 
Sand’s Level & Tool Co........ 
Sandvik Saw & Tool Corp. -- 
Savage Arins Corp. ........... 18-19 
Schact Rubber Mfg. Co. ....... -- 
Schaefer Brush Mfg. Co. ...... - 
Schalk Chemical Co. ........... 


Schatz Mfg. Co. ... 

Schlueter Mfg. Co. ....... 

Sentinel Radio Corp. 

Shapleigh Hardware Co. 

Sheffield Bronze Powder & Stencil 
Co. 





Sherman Mfg. Co., H. B....... 

Sherwin-Williams Co., The ..... 22 
Signal Electric Mfg. Co. ...... 

Simplex Mfg. Co. ..........+-. — 
Smith, Inec., Landon P......... 121 
Southern Pacific Steamship 9% 101 
a —~? Vacuum Oil Co., 





coeceosscesee 24 
Soe ome -Vacuum Oil Co., Tavern 
IN Soc agsiaie-o dcsienae's -— 
Speedway Mfg. Co ere 
Standard Fleet tric Mfg. Co. .... — 
Standard Fence Co. ........... 27 
Standard Steel Products RE 116 
Stanley Rule & Level Plant 
Stanley Works, The ........... 25 
Star Heel Plate Co. .......... 
rrr ere ee - 
a ER ee ere ee ee 
Steel Products ee SO. <eveissic 114 
Sterling Bolt Co. 
Stevens Arms Co., eee 
Stewart Iron Works Co., Ine., 
ME cine btbebegace hese 0s os 


Taylor Instrument Cos.. 
— Coal, Iron & Railroad 


Tobacco By-Products & Chemical 

EE er err 115 
Toro Mfc. Co. Pe re ree ee 97 
Townsend Lawn Mower Co., Sam 

AP rere reer re ree 
Towsend, B. ETT RTT eee -—- 
Toy Manufacturers of the U.S.A. 
Trico Fuse Mfg. Co. .......... - 
RO OR er reerree 
Triplex Screw Co., The........ 111 
Tubular Rivet & Stud Co. ...... -- 
Tucker Duck & Rubber Co. -- 
Turner, Day & Woolworth Handle 

Co. . 


U 


Union Fork & Hoe Co., The.... 
Union Hardware Co. 
— States Rubber Products, 


In 

U. S. “Steel GENS. Sateen caeb 0: 27 
United Stove Co - 
Utica Drop Forge & Tool Corp... — 


Vv 


Vaughan Novelty Mfg. Co., Inc. — 
Victor Electric Products, Inc.... - 
Viehok Feel Oo., TiS... ccsvce — 


ww 


Wabash Appliance Corp. ...... 93 
Wagner Mfg. Co. 

Wall Rope Works, Inc......... 
WERO THEE. GBs ccc cccccescones -— 
Warren Tool Corp. ....ccceces 
Washburn Co., 
Westfield Mfg. Co. 
Westinghouse Electric & Mfg. 

Co 


Wickwire PINE, 6.5 5.6:4:0-0.).00'0.6 124 
Wilcox-Crittenden & Co., Inc... 

Winchester Repeating Arms Co.. — 
Wee & BONG GE, Geccccsccsves 81 
Wood Shovel & Tool Co......... 34 
Woodruff & Sons, F. H 
Wooster Brush Co. ....... 
Wright Steel & Wire Co., 





Y 


Yale & Towne Mfg. Co., The.... 3 








Two in One Agricultural Wrench 


The general farm utility tool, combining in 
one wrench the purpose and service of two, for 
nut or pipe work. 


The long adjusting sleeve allows easy and 
rapid adjustment even when gloves are worn. 


Very sturdy construction. The head, bar and 
shank are of one piece, forged from the finest 
steel. 


Sizes 8 to 18 inches. 
ASK YOUR JOBBER 


BEMIS & CALL CO. 
ane SPRINGFIELD MASS. 


MITRE KIT 


$2* 


Includes 
Highgrade 10” 
Back-Saw 








New 
Going Big! 


A precision 
unit with cadmi- 
um guide post ac- 
curately indexed 
for 45, 67% and 
90 degree cuts, 
right and left. 
Saw has cutting 
depth of 2%”. 
Handles sizes as 
large as 2 x 4. 

Designed for carpenters, model builders, screen and picture frame cut- 
ting, manual training and many other shop, school and home purposes. 

Not a toy, but a lifetime unit. Jobbers and dealers handling are 
pleased with the demand. Write today for our liberal wholesale 
proposition. 


CASTERS 
86% More BALL BEARINGS 
Provide Easier Swiveling 
.». Grealen Resale Value 

























mecccrcernemnmmcememane 



















FAULTLESS ‘CASTER CORPORATION 


EVANSVILLE, INDIANA 
Branches in Principal Cities Canada Factory: Stratford, Ontario 













ELECTRICALLY 
REFINED STEEL 


STRENGTH 
LONG LIFE 





NORTHWESTERN STEEL & WIRE COMPANY 
Incorporated - Northwestern Bavb Wire Company -1879 
STERLING, ILLINOIS 





125 





The New Year Brings a New Line 


of MERCURY BICYCLES 


stepped up in Beauty, Perform- 
ance and Value. Catalogs and 
prices are in preparation and 


will gladly be sent on request. 


THE MURRAY OHIO MFG. CO. 


CcLevregrtiansee «+e ewe ee 


HARDWARE AGE 





DRIVES SCREW 
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ACCESSORIES 
TO COMPLETE THE CONVENIENCE OF Handyman 
CHUCK & DRILL SET counrenswe EXTRA BLADE 
arperrerirr ir ty) ry Vee" 
geet Mertens oonas coe swase SemtwS 
9¢ 25¢ 12¢ 


oe A: ne oe 
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1843-Suppueiau’s MeETY-Six Years OF HONORABLE SERVICE-1959 


spe “Dysncoyto Be” 
— Mmuaurin 
DRAW Knives fe 





No. DE60% 
No. DEXX% 


No. DEBP#2 
No. DE833 

















ri an Te USER 


SEE OUR SALESMAN ... 


“DIAMOND EDGE 1S_A QUALITY PLEDGE” 


Shapleigh National Series 2238 HARDWARE AGE 








